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radition: 
One k Old 



Tradition matures slowly in Virginia. 

But ask a Virginian about WTVR, the South's 
first television station and he'll quickly convince 
you that tradition needn't be 100 years old. 

WTVR, by its first birthday, 

had captured the hearts and eyes of Virginians. 

In the Old Dominion State 

they look to Havens & Martin stations to make history. 

The WMBG log is studded with "firsts." 

WCOD was Richmond's pioneer FM outlet. After a 

year of operation, WTVR is still 

the only TV station in Virginia. 

Linked to the whole world by NBC and NBC-TV, 
these are your First Stations of Virginia. 





WMBG»* 
WTVR^v 

WCOD'** 



Havens and Martin Stations, Richmond 20, Va. 
John Blair & Company, National Representatives 
Affiliates of National Broadcasting Company 
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23 May 1949 

Bob Hope's drive to send soap overseas will sell 1,000,000 bars of 
Swan in four weeks. For each two wrappers Lever Bros, is sending 
bar of soap to children of continent via CARE. 

-SR- 

WJLB, Detroit, has switched back to 100% foreign-language program- 
ing. Thirteen months of all-English hit station in same manner 
that Cowles' attempted transformation of WHOM, Jersey City, hit 
that station — in pocketbook. 

-SR- 

Regional drug chains are said to be combining with manufacturers 
to telecast network hour show each Saturday night. 

-SR- 

Arno Johnson, J. Walter Thompson v. p., reported to American Market- 
ing Association that family expenditures increased in every impor- 
tant classification since 1941. Formal education, up 35%; auto 
transportation, up 148%; recreation, up 158%; household operation, 
up 100%. Johnson asked "why be pessimistic" in face of these 
facts. 

-SR- 

Advertisers spent ^7, 904, 239 during first four months of 1949 
in TV. Networks received $2,878,448, selective TV $3,036,576. 
Retailers spent $1,989,215. Figures from N. C. Rorabaugh. 

-SR- 

Farm magazine and radio advertising continues up while most other 
specialized advertising shows a downward trend. Although farmers 
are downgrading their expectations of last few years, subsidies and 
price floors make farm earnings look good to advertisers for at 
least another year. 

-SR- 

Who's boss of NBC-TV is still unsettled, although Ike Showerman, 
now in Chicago, is supposed to come to New York as topper of NBC's 
visual department. Integration of TV with regular network opera- 
tions, which followed Frank Mullen's exit, is on way out. AM and 
TV operations are due for competitive stance, rather than current 
unrealistic Damon-and-Pythias setup. 

-SR- 

Gruen watch is buying half-hour Sunday night on NBC. This will 
be first new NBC sponsor since exodus of big-time programs to CBS, 
and is first of two network sponsors Niles Trammell is set to sell 
before reorganizing web. 
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Radio bigwigs 
bypass 
OSU meeting 



ASCAP NAB— 
TV battle 
continues 



NARSR tries 
direct selling 
to Waltham 



Biggest TV 
qualitative 
test for 
"Quiz Kids" 



WRC competitive 
pitch is against 
newspapers 



Ohio State University's annual radio conclave was non-brass meeting 
in contrast with previous years' star-studded meetings. Stress 
currently in radio is on commercial side of broadcasting, which 
OSU has virtually ignored for many years. 

-SR- 

Battle of grand (production numbers) vs. small rights (music sans 
production) , which everyone expected to complicate license agree- 
ments between TV and ASCAP, has caused impasse between National 
Association of Broadcasters and that music-licensing association. 
Once again broadcasting is depending on backlog of rights con- 
trolled by BMI to protect it until what it feels to be fair 
license agreement is reached. Ach2 is that ASCAP doesn't control 
production rights of many of its composers, and wants "extra" fees 
for TV production numbers using music. 

-SR- 

Waltham Watch invited National Association of Radio Station Repre- 
sentatives to give its trustees and officials "works" at meet- 
ing. Pitch was that radio built certain watch companies and it 
could reestablish Waltham as great American name in watches. 
It was NARSR first major presentation direct to advertiser. 

-SR- 

Schwerin-Miles Lab-NBC test of "Quiz Kids" on special TV survey 
of 13,000 viewers in Midwest is largest ever attempted. New York 
special test of same visual progran used 1,500 studio panel. 
Results will be reported 15 June. 

-SR- 

WRC latest presentation, prepared by Jim Seller, is strictly 
competitive with newspapers. In facts-and-f igures study, NBC's 
O&O station in Capital matches its costs with Washington newspaper 
advertising. 
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Youth listens in a manner far different than page 21 
adults. It is the great unsurveyed section of 
the broadcast audience. 

Folk music selling effectiveness is detailed page 24 
in another report on "The universal language." 

The broadcast audience is still very much a page 26 
question mark in ever so many sponsors' minds. 
SPONSOR reveals some facts and figures 
nobody knew 'til now. 

Cuticura hit new hits when it turned to page 27 
radio. 

What writers contribute, and don't con- page 28 
tribute, to daytime serial success. 



Auto selling facts are capsuled to complete page 30 
sponsor's five-part story on this industry. 

TV profits for dealers are often in accessories, page 52 
so SPONSOR reports on Polaroid. 

IN FUTURE ISSUES 

How daytime serials sell 6 June 

America's outpost, Puerto Rico 6 June 

National ratings — what's wrong with them 6 June 

Sez and radio 6 June 

TV Trends 6 June 
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NO IMPOSSIBLE DEMANDS 

In your 2r> Aj)iil is.*iio uiidct Spon- 
sor Kcporls. llic third item i.- alxiul oiii 
(lioiit. Hii-Tay I'loducis, Lid. 

\\V liavc mil a>kc(l aii\ radio ^la- 
lii)ns 111 |)ul on aii\ (■iiiilc>l« fur Kain 
Dro)).* and. as far as uc know, none 
lia\(\ .\i.*o. Kail) Drop- lias a \cry aide 
.*alo orjiani/.ation. coniposcd of lead- 
ing food lirokcrs in varioii.i })art# of 
llio (diinlrv. 

While we i)a\ (■ no ('oin|)UMClioii 
aiiout askiiij;, and j;cltinf;, eonipicte 
(■oo|)cratioii from media uIkmi |)laciiif.' 
.ichediiles. we do feel thai this item 
is Worded in sneii a wav as to indieate 
thai we make im]iossii)le demands on 
radio stations. 

Thanks for a swell inajrazine from 
which ihe writer gets a great d al of 
pleasure. 

1'. K. Cmi.ky 
(^hisscr-Callcr 
Los /liificirs 

O hood-l^roke- sales orf!aiii/.iiioiis are not construed 
generally .is t>eiiiK the sales stalTs of nianiif.ictiirers 
represented by t>roIters. SPO.NSOR did not mean 
to inipiv in "Sponsor Reports" that Gla«spr-G.iiley 
m.-^do "liiiposslhle demands" upon radio srations. 



SUMMER SELLING 

I (1 appreciate voiir semling lis an- 
other ropv of \(inr Sinniiici Scllinp: 
(9 .Vla\ I isMie. a.- ue have alreadj 
found \crv practical use for the ma- 
terial contained therein. I'lease liill 
this olhce accordingly. 

I?i Hkh.\i.\N 
Edward I'rtry X' (.o. 
Dallas. Try. 



FOLK MUSIC TEARS 

^ (111 gric\r> lis deeply when voii say 
ill )oiir article on hillhilli(*s at eoilnlx 
and jtale fairs that the .\atioiial Ihtrii 
Dance niake> only one a|i))earance 
each \ear at the Illinois Stale Kair. Of 
course, this is line of the show as a 
whole, hilt a record of inner less than 
17." coimtv and stale fairs from New 
llanipshire lo \\'\oming for leii years 
still stands as the paramount appear- 
ance record for the imil.- featuring 
groups of >lars from llie slatioii stalf. 
\nd Wl.S will h, 
\ ear. 



ihc 



re acaiii this 



L.\I!I!V Kl i!TZIC 
Service I'liliniited 
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"AMERICA'S FINEST 
WESTERN ACT"! 




The Tfx.is Rangers, America's 
greatest western act, for many 
years stars of radio, screen and 
stage, now are starring in their 
own television show on CBS- 
Los Angeles Times station 
KTTV each Monday evening. 

The Texas Rangers transcrip- 
tions, used on scores of stations 
from coast to coast, have 
achieved Hooperatings as high 
as 27.4. 

Advertisers and stations — we 
have a new and even better 
sales plan! Ask about it! 

ARTHUR B. CHURCH Producf.oni 

KANSAS CITY 6, MISSOURI 
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BMB— sruoy NO. ;946 

Represented Nationally by NBC Spot Sales 



Our name is Garry; there are nine af us in aur family. We are ane of 
12,760 families in Warren Caunty. We awn and aperale the Raaring Braal< 
Dude Ranch, Lake Gearge, N. Y. Every seasan we have approximately 1,000 
guests from as many as 22 stales, and as far away as London, England and 
Canada. Fram the lime aur guests prepare far their vacations and enter 
WGY-land, each ane spends an an average af $100 per persan, talalling 
> 100,000. 

We have faur radias and the favarite radia stalian at the ranch is WGY. 
It's the aniy stalian that aur family and guesis can hear clearly and con- 
nsfently oil the time. Many af aur guesis bring their awn portable radios, 
ond soon acquire the WGY habit." 
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* Over 250,000 1100,000—250,000 • 50,000 — 100,000 (D 25,000— 50,000 ©10,000—25,000 O Under 10,000 




Albuqiicrciiie 


KOI! 


licaiiiiiont 


KFDAl 


Hoise 


KD.SIl 


HostonSpriiigficld 


WUZWHZA 


HiiHuIo 


WGR 


Cliarleston. S. C. 


WCbC 


Columbia, S. C. 


WIS 


Corpus Christi 


K'KIS 


l)aveni)orl 


woe 


I)cs Moines 


WHO 


Denver 


KVOD 


Dulutli 


WDS.M 


Fargo 


WDAV 


Ft. Wayne 


WOWO 


Ft. Wortli Dallas 


WBAP 
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1 lonstnn 


KXYZ 


Indianapolis 


W ISll 


Kansas City 
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Louisville 


W AVL 


Milwaukee 
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Minncapolis-St. Paul 
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New York 


WMCA 
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KDK \ 


Portland, Ore. 


KEX 


lialci;;!! 


WPTF 


Itoanoke 


W DItJ 


St. Louis 


KSl) 


Seattle 
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Syracuse 


WFUL 
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ens 
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CBS 

ens 
xite 

iNHC 
.MtC 

NHC 

AIJC 
MtC 
.N'ltC 
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AUCNIIC 
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I'clcvisioii 

Baltimore W\A.M 

Ft. Worlh Dallas W liAP-TV 

I-onisvillc WAVE-TV 

Miiiu.apolisSl. I'aul WTCN TV 

New York WI'IX 

St. Louis K'SD-TV 

San ( raririsro KHON TV 




LOCALIZED 



RADIO 



T his nics-sage is heiiig wrilleii on 
Marcli 28. 1919. Yesterday's leiii|)eraliiie 
was 85 in Ixieliiiioiid, 76 in New York, 56 
in San Franeiseo, 83 in Washington, D. (1.. 
and 41 in Minneapolis. In some areata, it's 
time to talk ahont the "wann-weather ad- 
vantages" of your products, he they dairy- 
goods or deodorants. ... In oUier areas, iee 
is still on the ponds. 

W hetiier it's in Mareh, August or Deceui- 
her. almost anv dav of the vear is "differ- 



ent" in vast America. And with national 
spot ( MuU's-Eye) radio, you can make that 
difference help you to sell goods. 

Mere at Free & Peters there's nothing we 
like hetter than talking to advertising peo- 
ple who want to quit generalizing in their 
radio selling — who want to ea|)italize on 
the fact that sales are made in local stores, 
and for just such local reasons as the local 
tcm|)erature. Mow ahout discussing it with 
us, today? 
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REE & Jr ETERS, INC, 

Pioneer Radio and Television Station Representatives 

Since 1932 
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Distribution costs for food 
must be cut 

Distribution co.-ls <>ii food from iirocessor to <>onsuiiicr 
must 1(0 cut if r(>asonal)lc profit iiiar<^iii is to l)e main- 
t;iitic(l. accorditijr lo recent eon(i(kMitial survey. iMiuimuin 
services at a retail le\el and maxiimim advertisinj; to set 
demand l)ef(jre consumer goes sliopping are ol)jeetives 
.-ct forth in survey. IJroadcast advertising is us-ed as ex- 
ample of wa\ to distribute mass products with minimum 
of waste eiTorl and cash per sale. 

Pro-business indoctrination of college 
professors in works 

[•".very advertising medium will he used to try to sell college 
professors that "big business*' is not all bad and that "big 
labor" isn t all lily-white. The Foundation for pA-onomie 
lulucation in W'ashingtcni is s|)earheading the drive. I'lans 
for profs to spend a number of weeks in plants of great 
corporations this suimncr is part of ])roject, and iiiduc- 
triiiation through coinnu>ntators and columnists on the 
air and in j)ririt is also |)art of long-term operation. 

Savings still waiting to be 
tapped by ad drive 

There will be no serious attempt to ta|j the big buying 
backlog represented by savings, which are three times 
what they were in 19 lit, until a new labor bill is passed. 
I'ro-business groups in and out of government feel that 
tightni'ss of buying will help prevent passing of an all-out 
pro-labor bill. Once new regulations are set. there'll be 
n release of ruse-colored facts through govermneiit sources 
that will make present broadcast reporting of gloom seem 
like a bad dream. 

"Basing point" moratorium will 
release national ad dollars 

Freight absorption will be permitted with the "basing 
point" riding of the I'ederal Trade ("oinmission being pitt 
in moth balls for tlu> next few \ears. This will permit 
maii\ ciniipanies to resume national advertising plans 
which were dropped because under h'TC riding many 
firms with nalioiuil distribution were |)laced ill a noii- 
coiiipetiti\ e position with local firms. 



FCC "no" won't stop 
editorializing on the air 

Current decision of Federal Communications Coinmissioii 
to continue its Mayflower decision in effect will not deter 
stations that desire to editorialize, it's understood. This 
is because no action will he taken against stations as long 
as their editorializing avoids the appearance of slander or 
libel. Judge Miller of the \AB will continue his battling 
for "freedom of speech on the air,"' a battle he thought 
he had already won. 

Anti-chain-store propaganda 
starting all over again 

l)es])ite fact that most states have repealed statutes dis- 
criminating against chain-store operation and thus forced 
chains into super-market operations, there will be a number 
of attempts both on the Hill and in stale capitals to figure 
out way to curtail giant markets, just as the nimiber of 
stores in individual states has been restricted. Hefore 
action becomes too hot. several big chains will take to the 
air ostensibly to S(>ll private brands, but actually to spread 
the word that chains are the "poor niaifs" food-and- 
merehaiidise department stores. 

Give-away programs excite 
"do-righters" again 

Annoiinceineiit that XHC will pit a giant give-away pro- 
gram against its once premier star. Jack Benny, has 
brought letters to the FCC almost in the (luanlitv that 
reached it following the great anti-give-away drive \aA 
year. If simon-pnrc NTiC goes give-away, what is there 
left to us. is the ])ur])ort of the letters which seem to 
many web-men as being more subtly inspired than indig- 
nantly spontaneous. 

Big corporative "idea" selling 
again attacked in Congress 

Idea selling via ad\ertisiiig is getting a going-over in 
Congress. Senator Uiibeit llnmjihrey's attack on the 
American Telephone and Telegraph (^)nlpally for iiicliid- 
ing advertising in its rate-making base is typical of sena- 
torial thinking on advertising in general. While Adver- 
tising (Council has Indped give res-peetability to all media, 
it still hasn't eonyeited many Cfjiigressmen. 

Diary-survey method may 
be used by census 

Radio's diar\ method of survey may be used by U. S. 
census to cover the farmer who can t be reached through 
normal eciisiis routine of knocking on doors. Director 
of (-cnsus J. C. Capt feels that farmers will cooperate with 
ccn-us even more than they do with radio surveys. 

War contract trade advertising 
still being "talked" about 

For the |)ast 13 months the Munitions Hoard of the armed 
ser\ices has been "tryiiig"' to codify a plan so that adver- 
tising can be a |)art of ])rodiieti(m costs under Army. 
Vavy. or Air Force contracts. -Media (mostly trade ])iib- 
lieations) do not feel in a position lo force action, and so 
have to stand by while nothing ha|)pens. 
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LOOK AT THESE HOOPER COMPARISONS: 



AVERAGE WOW RATINGS BY TIME PERIOD COMPARED 
WITH NATIONAL RATINGS 



WOW 
AVERAGES 



EVENINGS 18.7 

EARLY EVENINGS 15.8 

SUNDAY DAYTIME 9.7 

SATURDAY DAYTIME 6.5 

WEEKDAY A.M.'s 6.0 

WEEKDAY AFTERNOONS 7.6 



NATIONAL 
AVERAGES 

(Same Shows) 

14.0 
7.8 
6.5 
2.7 
4.2 
6.0 



Based on (for WOW) Omaha-Council 
Bluffs, October 1948 thru February 1949 
— CM Report 



(For National Ratings) Fall-Winter 
1948-49 (Oct. thru Feb.) Comprehen- 
sive Hooper Report 



y4e^ HO S(d4tctcite 
^ LISTENERS! 

Strong Listener-Loyalty . . . 590 kilocycles 
. . . NBC and top locally-produced shows 
. . . have done it again! 

WOW's 5-month Hoopers are far above 
those of the average station. 

Ask any WOW salesman or John Blair 
man to show you the breakdowns by indi- 
vidual time segments and programs* 



RADIO STATION 



i 



TT 



OMAHA, NEBRASKA 
590 KC • NBC • 5000 WATTS 

Owner and Operator of 

KODY AT NORTH PLATT 



John J. Gillin, Jr., President & Gen'l Mgr. 
John Blair & Co., Representatives 



^^^^^^^^^^ 
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ARE YOU POURING IT ON 
IN THE RIGHT PLACES 
ON THE PACIFIC COAST? 



In Till' HOTTEST sales tenitoiy in llio country (tlie 
I'acilic Coast), Ik sun- rc pomiiig it on in the riglit places. lie sure yonr network is Don Lee, the 
onl\ iictw ork w itli cnongli stations to get your sales message across in 45 important markets. 

Mountains up to 15,()()() leet Iiigli surromul many Pacific Coast markets and make long-range broad- 
casting unreliable. Don Lee, witli -15 stations, broadcasts from tcilhin the buying markets, where people 
listen to their own local network station ratlier tlian to out-of-town or distant ones. , 

Adxertisers with com])lete market distribution u.sc the network that gives tlicm complete market 
penetration to match. One of these is Miles California tlompany, now in its 16th year on the Don Lee 

! rvii'is ArrrN wi iss. Chdirmaii of The Hoard ■ wii i i t n iiRow'N. I'runloU ■ \x aud d. ingrim. \'icc Pres. in charge of S.iles 
1 31 3 NORTU viNK STREET, iioi.iYw GOD 28, <:Ain oRNiA • Rtpreseiitcd Nationall} by joiiN dlair & company 




Of the 45 Major Pacific Coast Cities 


ONLY 10 


3 


6 


26 


tiave stations 


have Don Lee 


have Don Lee 


have Don Lee 


of all 4 


and 2 other 


and 1 other 


and NO other 


networks 


network stations 


network station 


network station 



I 
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SPONSOR 




i 

Network w ith the Alka-Seltzer Xevvsjiaper of the Air. Make your Pacific Coast advertising pa) oil with ' 
more sales by pouring it on in the right places: the 45 important markets delivered h) Don Lee. 

Don Lee Stations On Parade: KGY-OLYMPIA, WASHINGTON 

The only network slalion in Wasliingloii's capital city, KGY lias a tremendous popularity due to its local features 
vital to 3,000 state employees and a broad school pro'^ram in which every school in Thurston County participates. 
You benefit from such typical localized service and listener loyalty when your advertising is on the 45 stations of 
tlie Don Lee Network. 



The JVatlon^s Greatest Regional Network 




23 MAY 1949 




New l-uturcs is typical of the public service efforts of KN'^OO 
which continually seek to make available more and more of the 
better and important things of life to all of our listeners through 
intelligent programming. 



RADIO STATION KVOO 



50.000 WATTS 



EDWARD RETRY AND CO., INC. NATIONAL REPRESENTATIVES 



OKLAHOMA'S GREATEST STATION 



TULSA. OKLA. 
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New and renew 



23 MAY mo 




New National Selective Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



CAMPAIGN, start, duration 



American Home 
Fouds, Inr 

Itrislul-.Myers Co 



ChryiltT Corp 

(DodRe .Mtilors l)iv) 

Y. \V. Kilih Co 



(trove Lalioral(irteii« 
Inr 



(■riesedierk Western 
Brewery Co 



La Prtinadoru CtRar 
( 'orp 



Lever Itrotlier.s 
<l*epsodeiit l)tv) 



MrKesKon & Itnhbins, 
Inr 

Vacuum Foiids Corp 



Wrlrh'.H Grape Juire 
Co 



DufT's ItakinR 
Mixes 



W. Karl Itolliwell 
(N.V.) 



Cream Hair Oil, l><ihcr(v. ClifTord 

Liquid Deodoriint Sheiifield < N^^'.) 



DodRe '*\V ayfavcr" 

(low-prire 

model ) 
Shiimi>oo» Tonic. 

ShaviiiR Creatns 

"Care" 
Deodorant 

Chill Tonic 
"Stag" Iteer 
Ciffars 



Kayve Hair 
Products 



Vudoro 



Minute Maid 
OranRe J uirt- 



(■rape Juice 



KulhraufT Ji^: 
Kyaii (N.V.) 

< 'ainphell'Mithun 
(Min n.) 

(lurdiier <S(. 
Lnuin) 

n. It. ( olien 

(N.Y.) 

Maxoii ((*hi,) 



I'edlur t.^ Kyan 
(N.V.) 

.1. Waller Tliomp- 
Hon <Chi.) 



.1. I). Tardier 
/N.V.) 

Ooherty, ClifTord 
Shentield (N.V.) 

Lenneu <S: Mitchell 
(N.V.) 



Indrf* 
<K\pandinR ciinpaiRn 
in nail inajnr n)kl>i> 

Inilof* 

<Tesl canipaitrn fur new 
produclH. I'aciftc 
and Udckics) 
2(MI-3M(i 
( Null ra miiaiKi)* 
all major inkls) 
Indt-f 
<Linuled canipaiK"- 
Midwest ^s; Piirific) 
Indcf 

(TesI campatRH fur 
ne%% pro<Iiu't in M id west) 

(Limited canipaitrn 
in Sonlh, Sou I h west ) 

Indef^ 
( Ltmited campaiRn in 
South west, y\ id west) 
1* 

(Trial run. .May 
expand later) 
Indef* 
(Summer rainpaiRi). 
Supplements net wurk 
radio » maRa/jnes) 
Indef 
(Special summer cani- 
paiRn. Natl) 
Indef 
( Limited t'Xpansion ; 
fiillowH dislrili) 
Indef 
( Limited rampaiRn. 
Seasonal. Major mkts) 



I'arlic in women's shows; late Jun; 
13 wks 

v. A, spolh, hi t'aks ; M a> - J utt : 13 
wks 



l:.t. spots, hreaks: May 23-.lun (i; 
1-1 uks 

Spots, breaks near sports .hIihws; 
J un-J ul ; 13 wks 

Spots, breaks ; eai-l> .Inn ; 13 \\ ks 

Spots; early Jun; 2fi wks 

Spots, breaks; early Jun; 6-13 wks 



"Stan Lomax"* (WOK); .MTWTI-S 
6:45-7 pm; May 5; 13 wks 

K.I. spots, breaks; t'arly 'hru 
sura mer 



Fartic in women's show s; earl> 
.lun thru summer 

"IlinR Ci osb\ '* e.l. show ; .1 iin-J ul ; 
13 wks 

K.I. spots, breaks; early Jun ihrn 
tumnier 



"Station net at prement, althoiif/h inorp waif he addvd latrr. 
(Fiftti-tiro VfffiM (je lie rail ti tm-anH a 1-t-ivfvU rontract iritU o/Wioiis for 
of anif li'H'ffk period) 



.■<ii4ressirr i.f.u-ffk ft- ii4nia\n. It's stthjrrt to rauct-Uot iim ul Ih*- tml 



fli^^ New and Renewed Television (Network and Selective) 



SPONSOR 



AGENCY NET OR STATIONS 



PROGRAM, time, start, duration 



Allied Food Industries 

( Holiday Macaroon Mix ) 


A. W. Lewin 


WNItW. Wash 


l-'ilni siiols; 


May o: 13 wks (r) 




Amerfcan Ciearette «Sc 
CiRar Co (Pall Mall) 


Sullivan. SlaufTer, 
Colwell A: Itayles 


WNItT» ml 


Film spots; 


May ); 13 wks (ii) 




American Tobacco Co 
(Lucky Strikes) 


N. \V. Ayer 


WJy.-TV, N.V. 


Film spots; 


Apr 2.>; 'J u ks (n) 




AS lleck Shoe Corp 


norland 


WXVy., Del 


Lady's Charm; Tu ):3il-j:00 pm; 


Mav 


llulova Watch Co 


Itiow 


WNItW, Wash 


Film spot.<4; 


Feb 2; '>2 wks (r) 




ItA'.D, Corp 

(Men's Apparel) 


(irey 


WNItW, Wash 


Film spots; 


Jnnr 3; .13 wks (r) 




Cameo Curtain.t Co 


Sloane 


WNItT, N.V. 


Film spots; 


Apr 21; 13 wks <n) 




Ksso Standard Oil I'o 


Marshalk & Pratt 


WMAL, Wash 


Film spots; 


June 2; 1 wks (u) 




lIofTnian IteveraRe Co 


Warwick & Legler 


WntS-TV, N.Y. 


Film spots; 


Apt- 11 ; 26 wks (n) 




Ironrite Irimer 


Brooke, Smith, 

French Sc Dor ranee 


Wjy.-TV. N.V. 


PetlictiHl Pi 


raile; Mon s-.^^Mtj pm 


: 13 


Lincoln-Mercury Division 
(Ford Motor Co) 


Kenyon & Kckhurdt 


WXVZ, Del 
WKNU, ( hi 
WMAL. Wash 


Weather anncints; May ^ ; V.t w k 


s (r) 


Lord K- Taylor 


Warren 


WJ/.TV, N.V. 


Kasliiuns On 


Parade: Wed lt-9:30 


pm : 


McCall Corp 


Federal 


WKNK, Chi 


Film spots; 


May 2^; 1 \\k (n) 




(McCall Magazine) 




WXVZ, Del 
WJy.-TV, \. V. 








New Vork Central System 


It It DA: () 


WAltD, N.V. 
WCItS-TV, N.Y. 
WNItT, N.V. 


Film spots; 


Apr 21; ■>2 wks (ii) 




Pabst Sales Co 
(Iteer) 


Warwick Ac Leitlcr 


WCItSTV, N.V. 


Film spots; 


May 3; 13 wk.n (ti) 




Peter Paul liir 


IMatt-Forbes 


W( ItS-TV, N.V. 


Film Kpiiis; 


Apr 13; 2.1 %%lis (n) 





27; h) %%k> (II) 



(Tandy) 



• III nt'xt issiii': .Vcii* ami Hviivirvd on S fItroi'Us. Spanstn' I* fv stum el t'huntii's. 
.Xiitioiial ItvoatlvasI Siilvs E.wt'iilirf t'liiiiitjvs. Sviv .If/ciici/ .t|»|»oi'iifiii('i«l.« 
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New and Renewed Television [Continued ) 



SPONSOR 


AGENCY 


NET STATIONS 


PROGRAM time starf durafion 


l*r<ictcr (lamblr 


Mcntim \ Ituwlcs 


"Mil, > . I , 


film spot s; Apr 2.>; 52 nk*; (n) 


(Tide ) 












«■( ltS-T>'. N.Y. 


rihii niincmts; Apr 19; 13 wks (n> 


U ildriiiit Cii 


)tltl>\0 


\\ Iii:N-TV. ltufr:ilo 


The M:nl Ilaticr-*; \Vcd 7:30-7;15; Mav 11; 13 wks (n) 


( I lair TtiiiM t 








UfslinKliiiusp I'*Iectrir ( oip 


>lc* aini-lvrM'ksiiM 


«( HS-T>', net 


SMidio Olio; 10-11:00 pm; May 11 : )2 wk^ (n) 


< \|)phancost 








Pom ( n 


l-'iHil r. ( HiK- 


^V(■ns.T^ . iiri 


Thai Unnderfnl Man; Tbnrs 9-9:3ii pmf Jnnc 2; i3 %%k!, in) 


(lloiiic reiiiianonl Scis) 








/.iu'»iirr Fodds Inr 


ItrismarKor. 


wMiT. ^.^ 


rilin spnis; Apr 21; li %\ks (n) 


AoverTisinq Aqei 


Whci'lor \ M:in 

icy Personnel C 


hanges 




_ 

NAME 


FORMER AFFILIATION 


k.ir\A/ Ami lAT 1 /^k 1 

NEW ArFILIATION 


'^ainiiel A. Alirr 


(■|n-a-("ola Corp. N. Y., usst tn %p in cUko 


Hiiiw, N. \., %-p 




huithfifr sU 






( lifT W. Auhnclion 


(lardncr. Si. 1.. 




l*rater, St. L., acct exec 


( harirs J. Ilasrh lU 






(•iliraltar (new), N. ^ prcs 


Iteaincau Itrals 






A. I<!. AldridRe. Phila.. arrt exec 


.lames (lordnn llcnnoll 


AltC, N. v.. mdstr tiir 




Slirldon, Quick McKlroy, N. \ ., radio. TV dir 


Lcii Itcrnian 






(;iltra)tar (new), N. %p 


1.. Itunitauan 


Kmlie, \\"iHiams \ Clear. 




>'an cr ( arlylc, N. Y., acct exec 



HarinK (*ltnndiir 
Kenneth K. Chfrnin 
Inkn K. ('Iiri'itic 
llnlde r Mnrrow ( uIIk r 
lernnie Dnhin 
F. Clitlord Kslrv 
Van M, K%ans 
lames A. F*iirs\ t li 

Joe (I'ans 
Harold \V. (;ihhs 
Marry It. (Htldsimtli Ir- 
\\ alk( r Crahani 
Mar%ni L. (Jrant 
Wilfred (Juenther 
Janu's llefr»'rnan 
llelene llein/ 
I lorcnce M. MoaKl-md 
.lack lloud 
Itickard Hunter 
Noran Ker*ila 
Leonard Ko%in 
Thomas II. I.aiie 

Miint^' Mann 
l>()ii Millir 
Nitrinait It. Noi'iiiaii 
\. Alan Olshine 
Ste%eii O^i^iiiMl 

\ndre^%■ (1. I'alhiK 
Murra%* I'lipkin 
I,la%il I'nisser 
l>onaI<| (jiiinn 
\ithtir A. Ka(lke> 
fre<lerick U. liitfcr 
lark Kuliinsoit 
U illiain II. Saul 
Carl r. Schmith 
lack It. Schiinink 
VeNnn ScUraclcr 
Kaltih \V. Sliechy 

liisepli Sill .It. 
.1. I . Sinioii>> 
I-!arl SiinpiiiHi 
Connie Ta'<hof 
Ailinc 1 . \\ alker 
Se\ moTir \\ altei 

hiiii M. \\ eill 
liiilicrl Wixtiin 
\\ r»<le> U inn inif 

liult \V%iitl 



art <lir 

\\iHiam K. \Veintraiih» N. Y. 
Ituchanan. I<. A.. %'P 
Holder Morri>%v Collier, Chi., pres 
l-'.llis, N. Y., co|>.*' chief, acct exec 
Keineke, Me>er /C- finn, Chi. 
Deutsch ^ Shea, N. \., gen mpr 
^^anta Itarhara Tnurist puhlication. Santa 
Itarliara Calif., pulilisher 

.1. \\' alter Th«Hii)>toii, Chi. 
Uus- el Seeds, Chi., vp 
<;rant, Ortroit 

U'lAM. M-aoii. Ma. 

.\ I i I n e - 1 1 (■ fT (• r lu a n , Seattle, p a 1 1 n e i 

.1, I*. Smith Shot Co, ( hi. 

Tred dardner, N, Y., sec 

I).i%'is-1lood, L. A., c<i-owner 

Fiillen \ Smith iV lions. ( Icve.. %p 

William II. U'eintranh. N. Y., TV dept 

Uevall DriifT Co, L. A,. %p in rhee sis 
prom, a<lv 

Tracy-Locke. I>alla>i Tcv., % p, media dir 
Ken>'on \ Kckharilt. Detroit, acct ever 
NN'illiain II. Weintrauh, \. Y., arcf ever 
Advertising li> Modern Age. N. ^. 
Lando, ritt'il}., radio jirodn, tiniehiiyiitf; 

dept lieati 
Itoy S. Dnrstine. N. Y. 
.Iasp<r, l.viich \ l-'ield. N. Y. 
ItllDvScO, N. Y., media dept 
l.enitfn Mitchell, \. 

Slin« rroductioii>< Inr, N. e\er proilurer 

I red Wittner, N. Y. 
Ittirkle%. Dement, (hi., vp 
\rthur Itosenberir. N. ^*., acrl e\er 
Milwaukee .loiintal, Mi1%%-. 
WKWS, ( leve.. sis inur 

< olumhia li: l!lrctric Cor|), Itin^hainlon 

V. \ adv . |nil> ri'l dir 
l)a%*is, I.. .V,, radio, copy <lii 
Si inons-M iriielson, Det roit , arrt exec 

\\ U l)< . \\ ash. 

I i)i\er>4al ( .nnera ( orp. N. ^ .. ad^ . sis prom 
injfr 

i lairol Inc, N. \ ad* mtri 
.V rc h i t e ct u r a I I ' o r ii m . \ . ^ . 

IC ichard V. I nlc* . IMiila., ass| ser - 1 1 easiiK-i , 
media dir 

i eeil \ I'reshie*. N. \ radio. ilir 



Smith, Smalle> \: Tester, >, \., acct exec 

Kicer, Sheeb\ A; Cliernin (new), Itinuhaniton, V, \ ,, partner 
Dan It. Miner, K. A., acct exec 
Korhe, Williams \- Cle,ir> , ( hi., %p 
Same, % p 

W. W, (iarrison» ( hi., %p 
Same, %p 

.1. Walter Thompson, S_ I ,, acct exec 

Th^vinK ^; Altmaii, N, ^ %p in chRe radio, T\ 
U'illiam S. Itishop, Chi., vp, acct exec 
Same, media Hir 

(leyer, Newell A (iraiiner, N \., Nash Motor** arct e\ei 

Maiin-Kllis, X. Y., acet exec, raihn, T>' dir 

llaeltnle. Cinci., radio, TV dir 

(iuiUl, Itascom tV: IlonfiRli, S. F., acrt exec 

M. M. I'islier, Chi., timehux'ei 

Same, media dir 

.lordan, F. A., acct exec 

Arthur Meyerhofi", Chi., arct exer 

Same, vp, radio, T\' dir 

Norman D. Waters, N. \.. acct exec 

McCann-Frirk.son, N. \., %p 

Ch'iin, Dallas Tex., in rhue oflire 
Same, % p, inRr 
Same, %-p 

Seyinaur Kameiiy, N \ ., accl exec 
.laiiies A. Stewart, l*ittsh., nieilia dir 

(lordoii iV: Mottern, N. Y., media dir 
(•'ordon tV: Mottern, N. \ acct exec 
ItltD.SLO, S, F., media <lir 
ItuthraufT /C: Ityan, N. ^ ., timehiiver 
Si%e 1^ Itosenfield. Cinci., radio, TV dir 

Ki^er, Sheehy tS..' Cliernin (new*). ItinRhamton N, ^ pailnei 
Cnnley. Italt7er A. Ste%%*ar<l, S F., acct exer 
A rthur Meyei hoff, Mil« ., acct exec 

Ohiii AdvertisinR, Cleve,, %p, acct exec 
C.rey, N. \,, radio, TV exec dir 

Kiifer, Sheehy i^- ('herniit (new), ltinehaint<iii, N. \., iiartiiei 

I'rwiii. Wase>-, L, A.,, acct exec 

Koliins, New tun iK: Chapman , !.,. V ,, acct exec 

K<l%%'in Farkin, N. ^ ., acct exec 

Kroitstatll. \\"ash., arct exec 

(■aiiisliorouRli, N. Y.. acrt exec 

II. W. Mauptinan, N ^ ,, acct exec 



<;i ant iV- \\'ad!«%s orth, \ , 
Li|)pincott \- MarRnlies. 
Same, %'p 

i • I'vy, N . ^ ., arct e x ec 



acct exec 
v., .icct exer 



Station Representation Changes 



STATION 



AFFILIATION 



Mr.W NATIONAL REPRESENTATIVE 



\\ Mil. Oiik KkIki T.nn. 

w (,^^ , < hiirii .iiin ^ . 

« . I..iil\«nuth Wis. 



Mils 
NIK 

liidcp.ndnit 



Ittirii.^niil ?i 
Kulierl .Meekpi 
rhiiiii.-is F. ( lulk 



SUMMERTIME MEANS ADDED 
LISTENING IN IOWA! 




J.IIK fiu't tliiit 41% of Iowa <'iir owiioi-f* 
liav<' ra<li<>»i in tln'ir <'arf<* it) rspt'ridlly 
(•i^iiiliciiiit ill tlu' 81IIIIIIUM'. 

Oil loiifj tri[»s. 60.1% of Jill Iowa viir 
nidioii nrc in iisiv "alnio^t all tli<- tiiiK*" <>r 
''([iiit*- a hit of tli<^ tiiiK'.'* On short trips, 
the rciiiurkahly lii^li [><T4-<>iita<;f of 36.6 
art* ill li!;c- **alnio»l all llic> lime" or ^'(|iiilc 
a hit of lhc> liiiic." 

Thc'.xc »'xlra ("iioii-IIoopt'r" ! ) lisloiicT'^ 
|iroviclc' II siihsliiiilial, ycar-'roiiiiil hoiiiis 
aiicli(>ii«-c ill Iowa. In stimiiit'riimr, this 
hoitits niiflit'iirr iiuiy very icrll iiirrrasr llw 
lolfti iiumhor of lisH'iwrs, rvrit as coin- 
[xtn'd icilh trinlrrlinw fii!urrs. . . . 

lTp-lo-clal«>, fa«-liKil iiiforiiialioii on iisc> 
ot rur radios is only (nic of many cxIrfMiicIv 
intcrcstiiii; :«iihjccts covered in Iowa liadio 



Aii<li<'ii<-<' Siirx'ys. 'l lM'y e<ni(ii'iii tlu' Siir- 
v<'y"s ll-y<>ar poliey of iiio<lerni/.iii<; y<nif 
oUI <hita — "^hrininiiii! In liislil nriv iiiforiim- 
lion not previously iialhered." \\'rit«' for 
y<nir «'opy to<lay. or ask Kr«'e & l'<'t<'rs. 

jJ^The I9ts liiwa Uadifl Aiiflience Survey is a "ttttist" f»r 
every aflverti»ine. sales, itr inarketint; man whii is interested 
ill the Iowa sales-potential. 

The Kilitinn i« the eli'veuth annual study of radio 

listening habits in luwa. It was condiirted by llr. K. 
Whan of Wichita University and his staff, is based on per- 
sonal interview of H.224 Iowa familiefl, scientilirally selected 
from rities, towns, villages and farms. It is universally 
acrepted as the most authoritative lailio survev available on 

WIHI© 

+ for Iowa PLUS + 

Des Moines . . . 50,000 Wa«s 

C..1. B. J. IMmor, rr. >i.l.-nl 
I'. A. I.ox-l. It<->i<l)Mil ^Mann^cr 




rKI.i; I'ETEKS. INC. 
iN':ilii>ii:il I(o|>rCf<Mil:iliM> 
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I 



for profitable 
selling- 

I NVESTIGATE 




Represented by 




ROBERT 



MEEKER 



ASSOCIATES 
^ New York • Chicago 

^^mL^^ Franclico • Los Angeles 



* '"'Clair «. MtCollough 
■ *' Managing .DIriefof 

STEINMAN STATIONS 




Mr. Sponsor 



National Advertising Manager 
The Borden Connpany, New York 



"To move a ]no(liirl. " said Bordpii's Henry Scliaclile recenll), 
")<ni have to move a mind."' 'lliis. in a iiiil'-liell. is llie thinking 
llial motivates Seliaehlc's advertising decisions for tlie far-flung 
Korden organization. Scliaclitc eame liy tliis decision, and also the 
feeling that "new ideav " in advertising are not as important in the 
long mil as one good idea that continues to pay olT. in an advertis- 
ing career that started witli sonic sc\cn vears as a copywriter for 
General l']lcctric, a later hitch of a half-dozen years with \omig \ 
ItuUicaiii (one of tiie Hordcn agencies), and finally tlic joh w itli 
liordcn"?. which he has filled since 19 f7. 

Scliaehtc iiiiieiited a tradition of advertising at liorden's wliich. 
so far as hroadcast adxcrtising went, ran counter to Scliacliles 
opinion of the \ aliie of an idea tliat continues to deliver, 'i'lie "'Ivlsic" 
llieme in IJorden's piinted advertising and proinolioii is one of 
Xnicrica's great trademark succes>("s. hut Horden'f- past ca.^c historic? 
of hroadcast adxertising s-liow a long, long list of programs thai ran 
for a \eai or so. and then were droi)i)ed. Scliaclile has changed nincli 
of this. 

llordeiTs ( oiinlY Fair on (".liS lias l)iiill a good rating (. latest: 6.0) 
for itself in its \\ediiesda\ iiii'lit spot as a result of a eontimious 
l)roniolioiiai linild-iip h\ Borden and the show s agcnc\. Kciiyon ^ 
Mckliardl. Schaclilc has an ageiiiyinairs regard for the adaptation 
of research to practical ad\ eri i.-iiig prohlcins, and the remainder 
of Borden's air ad\erli>ing a 17-stalioii campaign for Slarlac in 
select i\e radio, and a ninc-stal ion camiiaign for cheese ])io(hi< ts 
on 1 \ film- i> the ri'siill of Si'liaclite's delermiiial ion to find out what 
fitrins of advertising inlliiciice the piihlic at any gi\en lioiir of the 
(la\ or night. Ml Borden air ndxertising meshes like well-ciil gears 
with all the oilier Borden advertising, and accounts for ahoiil 2()'~< 
of a .s().(M)( 1.000 all hiidficl. 

Scluiclile takc> hi> job serioiislv. Once, wiicii dcc]) in the throes 
of cmiccntral ion <)\er an ad project, lie ri)d<' lialf-\\a\ home (Weston. 
t]inm.( on the connniilcrs' spec ial liefoie he i < iiieiiil)ered he had a 
dinner date with his \\ifc in \<'u ork. 
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SPONSOR 




Sajs Liiiiiea Nelson, liCiul tiiiiel)uyer. J. Waller 
Tlioiiipsoii : "si"()?sst)U is a iini!»t on tlie iccoiiiiiieiuled 
reading list. Its total audience at J. Walter Thompson 

far e.\u(>eds tlie lunniier of suiucriptioiis. " 
Says Kay Simnis. chief liniehiiycr. Erwin. W^asev: 

'"The si'ONSOii method of |)resentation was long 
overdue. 1 feel that sponsor greatly deserves 

the important part it plays on the agency scene.'" 
There's nothing unique ahout these (|U<)tes. Ask 

any radio-minded tiniehuycr. account executive, 
or national sponsor and you're likely to hear 
something eijually enthusiastic. Why? Hecause 
.^I'oN'SoEt is their niaga/ine, published lOO't 

for theui. iJecause it s a practical huxing tool. 
Hccanse three out of every four co|)ies 

(o.OOO guaranteed) go to buyers.* 



*An average of lO'-.. paid subscriiitions 
ITO to readers at each of the 
20 top radio-billing agencies. 




Erwin, Wasey 
Subscriptions to SPONSOR 



Home 

Executives 
Radio Dir 
Timebuyers 



3 Office 5 

1 Media Dir 1 

1 Radio Dept 2 

2 Others 1 



Some Erwin, Wasey clients who subscribe: 
Albers Milling, Barbasol, Canada Dry Ginger 
Ale, Carnafion Company, S. C. Johnson 
& Son, Nash Coffee, Railway Express, Seecit 
& Kade. 



J. Walter Thompson 
Subscriptions to SPONSOR 
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Home 



11 Office 



Executives 3 Timebuyers 6 
Acount Execs 3 Radio Dept 3 
Radio Dir's 2 Others 3 

Some J. Walter Thompson clients who sub- 
scribe: Bowman Dairy, Carter Products, Cella 
Vineyards, Elgin Watch, Ford Motor, Johns- 
Manville, Nashua Manufacturing, Kraft 
Foods, Penick & Ford; Pepsodent, RCA, 
Shell Oil, Ward Baking, J. B. Williams. 





You're sure to hit home 
with sponsors and agencies 
when you advertise 
in SPONSOR 

SPONSOR 

40 Wesr 52 Street, New York 19 

For buyers of Radio and TV advorlhing 



\*'ir th'rvhtpnivnls im St'00\S00tt .s/«f#V.v 



$66: "Broadcasting and the broker" 
Issue: 31 January 

Subj6Ct: Can broadcast advertising do 
an effective job for a broker- 
age firm? 

I lie ( ()iiiiiii»i<)n l)iokrraf?e firm on Maiihatlaii s nai row. 
liii>llin{: Wall Sirnpl that will Itieak through the e>tah- 
li;-hocl "traditions'" of hrokerajie a(l\eiti!iiii<; i> indeed 
laic. Iiroadf.i!'! advertijiing. because it i> often hadl} 
u>ed hv financial a(l\erti^ers whose knowledge of the 
medium is Jiinited. is u>nall\ at the hottom of the media 
list for advertising designed to >ell investment eounyel- 
ing. llowe\er. the air niedimn continues to do an elTee- 
ti\e jol) for se\eral fiJianeial advertisers who understand 
what it> iiinitations (for them I are and what ))roduces 
re>nlis. 

The latest firm to prove this point is the 51-\ear-old 
in\ e>tiiieiit-an(l-commission brokerage house of Harris. 
I |>ham \ (loni|>;Hi\. a venerable power in the financial 
world with 25 branches and nienibership in 18 of the 
leading stork ami cdiiimoditx e.xchanges. I nlil June, 
19 U!. Harris. I pliaiii had used the hulk of its advertis- 
ing hiidgct in \arioiis financial journals and in the finan- 
cial sections of the leading ■"conservative' newspapers, 
f roni time to time. nian\ New ^ in k stations had pitched 
the idea of broadcast advertising to the firm, but with- 
out sueeess. The first station to crack the ice was 
which lauded Harris, rpliani as a Tuesday- Thursday 
advertiser for the Mutual eo-op. Fiillon Leivis. Jr. 

(^oininercials. aimed at the liighlv-seleetive audience 
that Lewis attracts, did not stress the free booklets that 
brokerage houses geiieralh offer. Katlier. the advertis- 
ing was based first upon an ediiealionni job regarding 
irnestmenls. '1 hen. it continued with a pitch to \ isit the 



Harris. I pham office for further information. So good 
were the results of this eainpaieii that the staff of the 
iii\eslors'-ser\ ice depaitnieiit had to he increased twice. 
\o otlu'r a(Keitisiiig wa.- used in the New York market. 
Said senior partner II. I . Harris, in what for conserva- 
ti\e hiianeial circles is \irtually a war whoop of exeit- 
ineiit : "We are very pleased with the reactions we ha\e 
had to oiir sponsorship of this program." 

|}\ aiming "vertically" at the market to which tliev 
were selling, the Harris. I pham firm lit is Continuing 
with Fiilloii Leu is, Jr. as S'I'o.nsok goes to press) is fol- 
lowing in the footsteps of sueli pioneer brokerage ad\er- 
tisers as Philadelphia's I{e\ nobis i» ( oinpaiiy, who spon- 
sored the I'liilij) Klein-produced Leaders oj Industry on 
W I'TZ last \ear. and Merrill Lynch, fierce. Fenner & 
Heane. whose nine-week test with Aiiicricn Speaks on 
(!|{S-'I V i)ro\cd that network I \ cuiild do an eflective 
])roinotioii job for a financial advertiser. 



$66: "FM's point-of-sale audience". P.S. 
ISSU6: August 1948, October 1948 
$ubj6Ct: Current status of storecasting 



Storecasting with the help of FM is a constantly exjiand- 
ing point-of-sale advertising medium. A'ot oril\ are more 
and more stations and o])erators coming into the field of 
broadcast pornl-of-sale advertising, but Storeeasl Corp- 
oration of Amcriea (Stanley JoselofTi is o|>ening the 
Pittsburgh area serving three chains: Thorofare .Markets, 
(.".rant Fagle Markets, and Sparkle Markets through 
W'KJS. E<piipnient for the supermarkets in Pitlsbuigli 
will be more iinolved than aii\ installation thus far made 
for point-of-sale broadcast advertising. Different toin- 
( /'lease I urn to pa^e 42) 



W RESULTS 



MM 



Audited Audiences, a WOV exclusive, gives you the 
dope you need to get you the results you want. 

Get the facts . . . known, proven, tested facts on 
each of 5 Audited Audiences. You too, can take the 
guess out of buying. 



Wake Up New York 
1280 Club 
Band Parade 
Prairie Stars 

Italian language market 
2,100,000 individuals 
(larger than Pittsburgh). 



It 

m 



Originators of \ 




RALPH N. Wm, Gen. Mgr. 

The Boiling ( 

Notional Representatives 



The Boiling Company , |y g R K 
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power... 50,000 watts ... power to deliver the strDiigest 
signal of any Cleveland station in Cleveland, in Akron 
and in Canton . . . pt)wer to cover a six billion dollar 
market area. 

• 

prOgrOmminQ ... a balance of top CBS shows, local 
WGAR-created programs and public service features 
that has more Clevelanders listening to \X'GAR than 
any other station. (Pall-Winter '48-'49 Hooper Survev. ) 

promotion .. .WGAR's promotion wins awards. (CCNY 
award for 1949.) 

public acceptance.. . makes WGAR the station with 

more than three million friends in northeastern Ohio 
. . . truly "Cleveland's Friendly Station". 



popularity 



the result of a wide-awake radio station 
operation . . . the kind of radio service 
that Ihelps bring people into stores to 
buy the products advertised on WGAR. 



50,000 WATTS • Clevelctnd 

Represented Nationally by Edward Petry & Co. 
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NORTH CAROLINA 
IS THE SOUTH'S 
No. 1 STATE 
AND 
NORTH 
CAROLINA'S 



mm 



WATTS 



RALEIGM, North Carolina 

National Representative FREE & PETERS inc. 





WHEN TEENAGER INTERVIEWS TEENAGER ON BUYING AND LISTENING HABITS, NEW AND LIHLE RECOGNIZED FACTS ARE REVEALED 

Too f oiiiig to vole, hi... 



listen* more lliaii 
a? liigli a.< 7.1 



Mm^%Ff-n adults 
times a.« iiuicli in the ease of a |)o|)u- 
iar iiui»^icai itrojirain and on an aver- 
age of 2.4 time.- as nincli on all pro- 
grams snrveyed for MtC Uy tlie Gillierl 
Youth llesearcli orjiaiiization. 

I lie inider-l'i \ ear olils haven t re- 
ceived the thorough going-over that 
the 13-1'J group receixed in this siir- 
\e\ — hut tliere is plcnt\ of exideiice 
that the\ also listen more than anyone 
lias e\er given them credit for. Pro- 
grams like Rumple Vjiniiple take tlieir 
plaees witli heloxed charaeteis of a 
previous generation like the Wizard of 
Oz. I nlike the Wizard. Kumple not 



only entertains: (he wee one.* hut he 
make? tliem take their mothers h\ the 
hand to the department -tore s-ponsor 
anil have her buy evei\ thing from 
leeord- to clothes. The edeetixe i)io- 
gram adtlressed to the pre->< hool age 
doesn"! hinsli at the faet that itV ((un- 
mercial. ll frankly sells the kids 
not (he parents and the kids make the 
parents huy 

W hile this report is dexoted ])ri- 
niaril) to the i;-?-19 \ear olds and the 
miilti-billion-dollar market tlie\ re- 
prciif-nt. it doesn't l)\-pas« the market 
whii h the \'oung-ters who haxc no 
money of their own to spend also 
represent. It s posfihle to lose millions 



of dollars in sales, if the pre-sehool 
age youngsters are neglected. 

Teenagers do 3!!' f of their listening 
on their own receivers and GV < of 
the re.-pondents in liic Gilherl sur\e\ 
had tlieir own radio -et,-. It is this 
li>tening thai is ^('ldonl reported h\ 
any current rating service, and except 
ill >pccial siir\e\s. is not represented in 
1 looperatings. OiiK twenty six per- 
cent of the voiith sample checked h\ 
the surve\ in the four cities coxereil 
(Chicago. I'liiladclpliia. l'itt>l)urgli. 
and New ^orkl te-lified to li-teiiing 
over the faniih radio. .^Significant also 
was the fact that o\er 'I'V , u{ \outli 
listening is not done at home at all hut 
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Youth Listening* 
(4 cities) 



Yoiiih I'M. ovvr-ull listening 

Program 
Vaughn Monroe 
Crime Photographer 
Godfrey's Talent Scouts 
Hit Parade 
Lux Radio Theater 
Queen For A Day 
Jack Benny 
People Are Funny 
Charlie McCarthy 
One Man's Family 
Average 

* P«rcentdg« of intervieweri liitening ai indicated in Gilbert-NBC Survey of 13-19 year oldt 
f Hooperating in telephone hornet 15-21 May 

Jufenilo set ownership* — fiH-19 year olds) 



Over-all 
Listening t 
(36 cities) 




m 0 



0 



0 



0 



Have own sets 



Don't have own sets 





77.4H 61 .1 67.7H 60.3 





13-15 

' Ai indicated in the Gilbert-NBC Survey 



16-17 



18-19 



Average 



Youih vs. over-all sponsor itlentilivation 



Youth' percentage 
of identification 



Program 
Radio Theater 

Charlie McCarthy 

One Man's Family 
Crime Photographer 
Godfrey's Talent Scouts 



* At indicated in the Gilberl NBC Survey of 13-19 year oldi 
t Ai indicated in Hooperatingi for 36 citiei (April-May, 1948) 



Over-all t percentage 
of identification 




I Girls I Over.oll 



ill fiiomif-" liomes, in aulomohilcs and 
oiIht non-fireside spoi?^. This ialler 
lisleiiiiig al^o never apjiears (in an\ 
radio oirculatioii report. 

This liifilicr-liiaii-adull listening is>u I 
(lone bv an audience willioul Iiu\in<; 
|>o\ver. The purchase- impaet of Anieri- 
caV 13-19 year old? will reach S9.79!!.- 
(hiring 1930 according to 
Inii'rica's .\eeds and Resources a sluch 
of the Tweiitielh I ciitiir) Fund. This 
purchasing |)o\\er is hased on ihe 
s|jeiiding power of urimn yoiingslers 
(61 '( of all I . S. youlh) and some 
rocarch nii'u feel lhal it .iliould he ad- 
justed dow nward lo coiiipeiisale for ihe 
39' ( non-urhan joutli which doesn'l 
haxc llie huying power of llie hoys and 
girl> ii\ iug in iiielro|M)lilaii areas. 
However llie adjustment uiiK reduces 
this Inning pot(Milial to a luininiuiu of 
§J!.()(H).()(K).(t()(). Most ecoiioniisls feel 
that Xnicrica's 13-19 vear old markcl 
r(>pre^ellts lietweeii eight and ten bil- 
lion dollars. 

^outli also aifccls buying by iheir 
families which is not included in ihe.se 
figures. Homes, ears, and e\cii ma 
and (lad's clolbiiig are forced to meet 
the critical a])|)raisal of teenagers. 
While a(Kerlising directed at the under 
13- vear olds cannot in most cases be 
weighed in direct purchases, the o\'er- 
13 lia\e direct hu\ing ]iower. Starling 
at 13-\ear old girls who ha\c S2.97 a 
week each to spend to 19-ycar old boys 
who ba\c an average of SI f.f)5. it 
is real moiiev. Of the $12.71 the 
13-19 \ear olds have to si.eiid. S2.6i'. 
coincs from allowances and .^10.03 
comes from the sweat of young brows. 

."^iiice liiis is true, it is noi siiii)risiiig 
that maiiv Ikmc definite brand jtrefer- 
ences. in soft drinks it's Coke first 
and I'epsi-Cola second. In (-(dlee it s 
Maxwell House first, wilii (iliase and 
Sanborn second. Willi tea it"s i-i|)toii 
and Teuderleaf. onelwo. lu fruit 
juices, fl•e^ll fruit doiuiiiates but 
canned brands run l)(de first. SuiikisI 
scc(ui(l. with Libby ri-iht behind. 

W hile Colgate is ])referred by this 
age group two to ciio again*! the 
second brand toothi)aste I'epsddenl. 
nnd Ipaiia arc also strong conteiulei;- 
for the jiMcnile dentiifice markcl. 
TiKitiipaslcs rank: 



("^l>lK!lti> 

1 panti 



ss.s 

17.1 
IS. 1 



iViiiet v-four and three-tenths of the 
13-19 \ear old girls Mir\c\c(l in the 
four cities rcjiort that they use lilt- 
slick. It breaks down (in agegroui)Sl 



i;l-l.-. 



tK-17 

'.17. .ir* 



18-111 



»4.3'; 
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He come to tell \ou ^nmo e^frv 
S^turJjv mofmft^- jt S jn VC'CAf . ^ 
hr^innin^ nr\l SjturiLtv Scpionhcf 1$ 
8f Mjfc to Irtcn (i» hi*' fhritliri^* i•.l|lf^ 



HORNES 



1 



d(£t^f^/Ute4- ^ " — — ' 

^WlllEti..(tfffUIUS 




^^4^ Mr. Kumple 
and? his Torcst 




THfc UNCLE OONS OF RADIO HAVE BEEN REPLACED BY STORY TELLERS LIKE RUMPLE BUMPLE. MERCHANDISED TO HILT 



The lipstick which a|)|)e;ut< to lie 
number one anion^ the teenagers is 
|{evh)n with an average actej»tance of 
SO.T'f l>y tlie girls. Jergens leads the 
youngsters hand lotion preferences 
with a ranking of 53.7'{. 

Use of nail polish is reported hy 
fifl'^f (it runs as high as 749? with the 
1<I-19 year olds and as low as 45'{ 
with the 13-liS jear old groupl. Mow- 
ever, the old line Cutex firm has a 
rating of only 2 and the aggressive 
Revlon is used hy 73.4' 7 . 

It's not surprising to find 22.7 r 
reporting the use of home permanent 
waves, with Toni ranking first (91.1'^ 
of the liuying). In ihe siiampoo field. 
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leadersiiij) is ii<»t as clear rut as it i» 
in other lieaiity |iro(hicts. Hahi ranks 
first with 20.7'"* , I'lell is second with, 
16.7'r , and Drene with l.'S.O'r . Luster 
Creine isn t far hrliiiid with 13.1 ""y. 

Nearly .S.i'T of the l)()\s use hair 
tonics of one kind or another with the 
well-aired Wildroot dream Oil leading 
the slick-look parade with 4!i.8^;f of 
the hii)ers. \ aselirie is second w itli 
20.()',. lUith Wildroot and Vaseline 
are major broadcast aflverlisers. 

Teenagers are not onl\' people but 
they are important economic fac'ors. 
iXot oiiK are the Inlying haliits which 
the) devclo]) during the 13-19 jear old 
span important, but the) continue to 



f(dlow tiieir teenage boxing iiabits to 
a suiistantiai degree during their later 
years. 

Heaeliina and selling the te<Miagcr 
through advertising must be ju(lg<-d in 
two lights the inimediate sale and th'» 
(■stablislinieiit of lifetime l)u\ irig habits. 
I Urfortunatel) . during most of the 
periofl during which broadcasting has 
existed as an ad\ertisiiig iiiediuni. 
there has been no finite information 
about teenage listening habit-. Most 
surve\? have been conducted in the 
form of checks on iiulividual programs. 
Hooper- has reported at regular inter- 
vals on the coiiiposttton of the 30-C.t\ 
(I'Ica.se turn lo luigc -32) 
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BRILEV'S SUPREITIE.^ 

COFFEE "'■^^'i^'"/-' 

AT YOUR. OROCERS 1 




Dominion Barn Dance (WRVA) gets down to bare feet, selling coffae Mugging is part of show when KFAB's hillbillies start on Staley Feeds 



Tho universal laiioiiaac . 



*olli. IIIIISM' 



PART THREE 

OF A SERIES 



l^* rill" |liflllr<' llf folk-])l<>- 

<;i am .-])<iiis(irslii|) mi loral 

-lat > llii ouphout tho poinilr) is so 

sinddc'fl willi siici oss -tni foi holli 
l(>(':il iinii iKilioiial ci lisois lhal il 
is ninii/in^ so lilllc alleiilioii is paid 
to lliis field (if propramiiip al llic iiiM- 
worls level. If llie niidciilahle linl 
iicccssariK irulipenoiis aura of corn 
sill I ()iiiidiii<! folk iniisii- is llie lea-^on 
for lliis iiejjlcel in well iiio-rrarn plan- 
niii*:. liien a slronj; |)idler of s|)oiisur 
sales revenue is also hemii neplecled 
onh iieeaiise of ii\ persensil i\ e Koeke- 
f(dler (".enler ad-af;ene\ ears. 

\ol even llie local and iialioiial snc- 
<<"-s -lories of llie liifjli-ralcd 
liiirn Diiiirr and (,raiiil Olr ()i>i \ seem 
aide III comince inosl af/encv iiieii and 
llicir < lieiils of llie sales iiiipaci of folk 
iiinsic and il.- (lowii-to'earlli. friendh 
ajijieal lo radio dialer-, \iiliniiiil limn 
Dfiiifi' lia- liecii maintained liv \\ 1,S. 
(!liica;;<). for 2-^ \ears: for a ipiarler of 
a cenliirv ihe stalioiis non iielwink 
pro<;raiiiiii;! has heeii linill inainK 
around folk iiiii'-icians and singers. On 
lliiiii Dniirr, Kcvslone Steel and Wire 
<]oni|iaiiv, I'eroria. 111., has heen a 
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80iiiimile sponsor regnlarh each 
Saluiflay riijilil sinti' 11)32. with coiii- 
iiiercials foaluriii<; farm fencing ami 
fence |)o«ls. 

Murpliv Products Conipaiiv. I>iir- 
linf;loii. \\'i.sc.. iiiaiHrfactiircrs of iiiiii- 
eral feeds foi live.-lock and |)onlliv. is 
another I'aiii Dance vclcian. The com- 
pany hegaii using W'LS in 1930. and 
hegaii sponsoring the Murphy Born- 
yiml liinihoi (•!• jiorlion of the \alioniil 
I'lini Dtinrr si.v years later. Miir))h\ 
has held (he program coiiliiiuously 
sini-e lhal time. 

It might be argued in Madison \\e- 
nue agency ateliers thai folk-nliisic 
shows ohvionslv lie in wilh such pro- 
ducts as farm fences and poulliN 
feeds, and that's where the allinilv 
ends. Miles 1 ,ahoral<nics' llClkliait. 
IikI. I -p(nisoiship of a lliiin Diinrr 
scgmenl hii its Mka-Scltzei a na 
tional drug jiroducl wilh no lil-'l) 
liinilalioii.<s would seem lo prove rlif- 
fciciilly. Mlhoiiiih Miles discoiiliiiued 
its \l>(. Siilioniil liiiin Danrc sjioii- 
soishi|) ill 1916, the com|>any credits 
nmcli of the great growth of \lka- 
."^ell/er .sales lo the program. In 1933. 



when the headai-he-aiid-slomach-relipf 
tahlcl^ were first heiiig iiilroduccd to 
the coiiiitrv. Miles sponsored one hour 
of Itiini Dance on a local basi.s. then 
exieiided (he show to three stations, 
and finally gave the progiani national 
network coverage over a s|)an of 11 
V ears. 

Somewhat over three vears ago. 
I'hillips I'etrolenni C<mi|)anv bought 30 
mimiles of llarn Danrc. and fomid it 




Purind "tallting calf joins WSM's Cowboy Copas [right} 

SPONSOR 



so sufccssfitl ill the area c()\eic(l b\ 
WLS llial a roiiplr of nionllis ag<) tlio 
oil company ex])aii(lc(l its coverage to 
nearly 100 Ali(>' stations in tiir Mid- 
west. West, antl >oiitli. 

SiiuT 1932. Wl-S has received an 
average of 1.000.000 [)ie('es of mail 
from listeners yearl}. due to tlie [mil 
of folk music's friendliness and 
warmth, in addition to the mail ron- 
tact between the station and its 
audience. WLS since 1930 has puli- 
lishcd the WI,S Family Album, fea- 
turing [)ictures of its folk entertainers. 
The book has sold in the neighb<>r- 
hood of 40.000 copies a year at .SO 
cents each, another intlication of the 
hold of liillbilh' ]>ersonalities on 
dialers. 

Grand Ole Opry. WS.Ms (Nashville. 
Tenn.) top-rated folk-niusic program, 
has a 21-year-old success storv to tell. 
Typical of the job it has done for ad- 
vertiser* using its folksong dispensers 
is the Ralston Purina Company's ex- 
perience. When the firm first went 
on Opry in 1943. an offer was made 
on the show asking listeners to write 
in for a photograph of the cast. After 
only one i)roa<K'ast of the offer. 263.- 
000 pe<)()le sent in letters requesting the 
picture. 

Sales-wise. Ualston learned emi)ha- 
lically in 1917 just how great i;* the 
impact of folk programs. Figures on 
sales of ]*iirina Chick Starteiia for 
the country as a whole showed that the 
E.astern division suffered a loss* 
over tiie vear before, while the Mid- 
west and W'esttrii divisions had held 
their own. Hut in the Southern sales 
division — covered by WSM and Opry 
— the company found a 45% increase. 

During the six-niontb period of 
October through Manli. 191-7-'4!!, 
(Please turn to pujic 56) 




Folk programs pull mail for KWTO's farm organ, "The Dial" 
KOMA's Chic-O-Line Millers pictures do a direct selling job ^ 



OF THE ^ 

CHIC-OLINE 

MILLERS 




CHUCK DAVIS 



JACK BEASLEY LEXIE LOU 



Also PAMPHLETS on 

latest profitable feeding methods 

SEND IN THE COUPON BELOW ... and we will send 
you a big glossy picture ot one of the most popular 
radio, farm singing groups in the Southwest . . . 
The Chic-O-Line Millers— heaid Monday through Friday, 
every week, at 12:15 on KOMA, Oklahoma City. 

You will also be invited to attend the Chic-O-Line 
Party when the "Millers" make a personal appearance 
at your nearby Chic-O-Line Dealer's store. 

What's more — You will be put on our mailing list to 
receive bulletins and pamphlets containing the most 
modern, scientific feeding information to help you make 
more money on your livestock and poultry. 

SO — send In the coupon be'ow — NOW! . . . The 
supply of pictures is limited. Meantime — call on your 
Chic-O-Line Feed Dealer. Ask him when the 
Chic-O-Line Millers will be at his store. 



CHIC-O-LINE FEED MILLS ARE A DIVISION OF THE FAMOUS 
CHICK ASHA COTTON OIL CO.— Nearly FmyYeart of Service lo Farmers and Feedert 



Radio is 
letting bigfer 

lli^riMii Ili4> lal«>sl t'ai'ls iiiiil fi^iii'i^s 

«»ii llic lisli'iiiii^ aiiil vii'wiii^ iiii«li4>ii4*4>s 



^HHP^ liirrea^e in iiniiiher of va<lio 

^■■■B*"" lioincs ( 5.276.()()t) I l)ct\vccii 
Jaiuiar\. 1916. and Januai). I'Jiy. is 
lliroo limes llie lolal lionies I \ -eciuii)- 
(jed at pie^etil. Tlic increase in radio 
homes helwcen I Januar). l')4^>, and 
1 Jannary. iy4<;. ( 1 .f).jl .(KM) I is also 
more llian llie total TX' homes today. 
Translated in terms of hioadeast audi- 
ence this means that even if there were 
no listening at all in T\ lionics, wliieli 
is oliviousix not so,* advertisers arc! 
still leeeiving bigger audiences for 
their dollar than tlie\ did a \ear ago. 



Total mimber of radio homes al the 
outset of 1949 was ;19.271..712. This 
does not take into aeconttt the number 
of niulliple-reeeiver home*, the millionji 
of [)orta!)le and automotive sets, lis- 
tening in public places, and at-work 
ra<lio dialing. It does not take into 
consideration TM homes, which in New 
^ ork, according to Pulse, are I'.^.S of 
all homes in tlie area that I'ulse of 
New York surve\s via its "loster- 
recall" program-rating service. 

TV is glowing, but Hooper"* March 
Radio-Tl Audience Trends gives an 



aceuiate pietuie of just what share of 
the audience the visual inediuni has at 
jiresent in a cross-section of cities 
tlironghoiit the natiini. The nighttiine 
figures, which give '\ \ the best of it. 
show : 



Share of Alidionco 



City 


Radio 


TV 


Alliinta 


95.6 


4.4 


niiltimorp 


78.!i 


21.1 


Hoston 


S)t.4 


11.6 


Mulliilo 


94.6 


5.4 


Cincinnati 


96,1' 


3.2 


C'leVflantl 


93.0 


7.0 


Columbus 


99.9 


G.l 


Dayton 


97.4 


2.6 


l>eti'oit 


91.3 


S.7 


Eric 


98.. i 


1.5 


VI. W'orth-l >allas 


96.4 


3.6 


IlotiAton 


9s, 4 


1.6 


Louisvillt> 


97. S 


2.2 


Mpmiihis 


96.7 


3!3 


.Miami 


99. f 


0.2 


Milwankoe 


90.1 


9.9 


Minno:i|>olis-St. Paul 


98.0 


2.0 


Ni'w Orleans 


'.•7.4 


2.6 


PittsburKll 


97.6 


2.4 


Richmond 


94.9 


5.1 


St. Louis 


93.9 


6.1 


Salt Lake Cits- 


98.7 


1.3 


San l-Vancisco-Oaklnnd 


98.6 


1.4 


Schenfct ady-Troy - A I ba n y 


91.4 


S.6 


Si-attl- 


98.3 




Syracuse 


98. .i 


1.5 


Toledo 


90.2 


9.S 


In this tabulation the 


big-cit\ 


area> 



(New York, (Chicago, Washinglon. 



IMiiladelphia) have been left out be- 
cause they are not rej)reseiilalive of 
the country al large. New York has 
approximately one-third of all the na- 
tion's T\' receivers and it has enjoyed 
telex isioti for a longer period than aii\ 
other town except perhaps Scheuec- 
tadx. vet the share-of-aiidience figuie> 
(I'lease In in to fxipe 54) 

* lloojier's T\ rulings indicaie ihai in 
New \ork. while Jack IJenny i> on llic aiv. 
T\ Imrnr- wtMo listening to railici lo the 
rxlenl ii{ 8.i>9<-. 
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SPONSOR 




A CHAMBER MUSIC QUINTET, SUCH AS THIS, PLAYS ORIGINAL MUSIC TO BACK THE COMMERCIAL JINGLIZING OF CUTICURA 



Siii;u>iii;j; 4M»iiiiii4^r4*i:il»< willi 
4»rij4iii;il iiiiisii* l»4»4»si iiii^ilii'siii^il S4»si|i ^iali^s 



The Mm dick 



Long use will dull llic keen- 
esl blade — and the same 
thing will ha)))>en to a suc- 
cessful adxertisiiig formula. And of 
all the events that can finally take the 
edge olf the keenest selling effort, the 
most relentlesb is the change in |)e(>- 
ple's living hahits. 

Officials of the Potter Drug & Chem- 
ical Corporation found that out in the 
latter half of 19.'i9 — in time to do 
something about it. Cuticura Soap and 
Oinliiient, leading Potter items, had 



been top seiliTS in the field of medi- 
cated skin preparations for many 
years. There was no surface evidenr(» 
that their dominant position might be 
disturbed. 

Hill up from New York one <la\ 
came Atiierton X Currier "s J. William 
\tliert(m. lie had handled the Cuti- 
cura account for Morse International 
for \ears before taking it with him 
to his own ageiic\ around 1927. He 
had helped build ( uticura from a rela- 
tively obscure iiaine among main 



struggling medicated toiletries brands 
to practically a household \N<ni 

lie had a pocketful of fact> and 
figures that startled the conservative 
New ICngland management of Potter 
Drug and Chemical. His proposal 
made the dire(•tor^- (or so the story 
goes) wonder whether the astute pilot 
of their advertising hadn't deliberately 
timed his visit to coincide witii the 
absence of ultra-coiiservali\e president 
Samuel M. IJest. who was on a tluro- 
( Please turn 10 page 5H) 
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3 11a hoorr about the stranger in town from her friend Shuffle Shober. She hears that Junior and the 
lilQ lluQiO stranger have been talking about "easy money." Ma has invited stranger home for tea 





lie of a soap opera 

reNlricli<»iis <»!' aii«l <*liiirii<*lorixali<»iis 



l)a\liiiie serial w.iilers. are 
j|)eri.ili>-ts ill crealiiig eino- 
tioll^ llial keep 20,000,000 housewives 
coiniii}; hack for more. Tlie fad thai 
thev arcn'l inclined lo cxperimeiil 
w ith new ways of luring more house- 
wi\es to listen to more <>piso(lcs i'^ 
seldom their faidt. 

'I'iie writei- thinks of the housewife 
as a |)r().«pt>el to i)e entertained; tpoii- 
isor and agenr) executives think of her 
first as a customer. This scrainbling 
of the housewife in a dual role i.^ a 
maj<jr reason so many go ■■|)syeho- 
logically deaf when the commercial 
comet on. 

Most writers iiistiiietively recognize 
that the emotional efTecl is the iriosl 
important clement of their story, the 
appeal that keeps radios warm and 
waiting. Theii- ai)ility to create this 
appeal hrings ears within range of a 
connnerrial. 

Mut paradoxif ally, the very appeal 
that lures housewives to tune a serial 
may art as a hlork to selling her. This 
prohlem Attitudes, Inc., researchers 
undertook to solve by making the 
writer hel|) sell the housewife. They 
worked out ways lo use the emotions 
he manufarlures lo dissolve "com- 
mercial deafness."' 

Daytime serial writers are not in the 
same position as writer? of important 
nighttime dramatic or comedy-variety 
shows. A Mope or a Menny, for ex- 
ample, may he as good — or as had - 
as his material. That means his writ- 
ers. But to investigate listeners, or to 
listen to a few episodes of a few- 
serials, might till a researcher little 
ahout how soap operas get "that way." 
Without further insight he would he 
in much the same |)osilion as the C.o- 
lumbus. Ohio, woman in charge of a 
committee to investigate the price of 




A tnict displayed in stranger by Ma who asks 
H'llUol him to bring the cashbox down to bank 



milk. She thought the producers were 
tiie cows. 

l)es|)ite the fact that the w l iter is 
immediately responsible for the slory- 
i'xi)eriences that altrael listeners, there 
are important reasons why he >el(li)iii 
has the final say. why he isn"t allowed 
to ex|)eriment. Otlier writers must |)ro- 
duce seri|>ts that stand u|> on tiieir 
own merit, apart from acting, direct- 
ing, and other production values. I!ut 
once soap-opera ehararters and themes 
hecome >et, they tend to become more 
or less "lear" to listeners, to live iii- 
(le|)eii(leiit lives in tlie imaginations of 
serial follow <'is. The writer isn't su|)- 
posed lo tamper with the stereotyped 
impressions listeners have of tlie5.e 
lives. Veither is he supposed to jircseni 
new views of life, or attempt to deal 
with old situations with a fresh ay- 
proach. 

Thus, the .serial writer* task of in- 
venting artioii appropriate to the es- 
tabli^iicd ■■family " of characters i? 
generally considered les^ creative and 
therefore less important than the work 
of iiianv otli( r writers. 

There is some evidenee that so re- 
strictive a |)()lic\ misses the boat with 
many available daytime listeners. On 
the other hand, a serial strip is le- 
garded as a piece of corjwrate prop- 
erly too valuable to risk losing its 
iiold on a known following through 
experiiiieiits that deviate from the 
b>rnuila. 

Sponsors and agencies frecpiently go 
further than merely seeing that a 
storyline stavs ''in the groove.' The 
extent lo which they make storv 
suggestions and decisions depends 
U|)oii a number of factors, such as the 
current |)0|)ularily of the show, the 
reputation of the writer, ownership of 
(I'lense turn to pa^e i-2) 




s whe 

wins against temptation to steal box 



5 tilB t6St when stranger fights with his inner 




R tho ftinrol ^'P'*'"*'' "Keeping up with 

U'lllC IllUldl Joneses" might have led Junior astray 
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/'(/(/ l-iir oj n Series 



Ford Truck Dealer 



The 

automotive 



SPONSOR: Hamco Trucks, Inc. 



AGENCY: Direct 



CAPSULE CASE HISTORY: April, 1949, proved to be 
'he greatest month for truck sales in Hamco's history. As 
a result of a series of low-cost participations (live copy, 
plus visual cards) on WLW-T's "Peter Grant News" on 
Thursday nights, April orders from customers in the 
WLW-T area totalled 57 trucks, all traceable to the firm's 
directly-placed TV advertising. The visual advertising 
also stressed service for Ford trucks, and Hamco's repair 
business is now booming, according to Hamco's delighted 
president, Paul Westendorf. 



story 



WLW-T, Cincinnati 



PROGRAM: "Peter Grant News" 



Auto-Lite Products 



ICi'iil 4*ii.s4> lii.slorii'.s of 

<lo\VII-IO-4SII*l li 

iiir atlviTl i.siiij;' 4*l't'4*4*liv4*ii4*.s.s 



'llic aiiloiiiakiTs. i'(iiii|)i't ill}; lica\il\ this \car for a 
share of tlir (•.■climated .Vi.OOO.dOO.OOO market in l ..'^. 
I>as»eii«;(T-ear ■;ale>. Ii>t liai<ll\ a inajor firm in tlieir rank.* 
that is not iisiii}; radio or W in one form or another. 
(",lie\ rolet. industry sales leader, is hiisy spendiii}! a 
■i^ I.')- 1 !!.()()(). (101) hiidfict. much of it concentrated in wide 
-eleeti\e annomieeinent camiiaifins in radio and . ni't- 
work AM one-shots, and the T\ Chcvrolrl On liroiu/irav. 
Ford. kaiser-Kra/er. Hniek. (Ihrvsler. Xash. ( )ldsm(d)il(>. 
as \\<'ll as the national dealer en <zanizations of Ue.'^oto- 
I'Knioiith and Lineoln-Mereiir\ . are re<;nlar AM iict\\(nk 
or 'r\ netwoik acKertisers. Mniost all auto firms are 
heaw selectixe ad\ frtisers. iisiiif; for the most jiart e.t. 
aimoimcenients and T\ films. One lar};e seleetixc user, 
Kaisei-l"ra/.er. found that a year of hroadeastiii}; annoiiiiee- 
meiits (ill addition to network selliii<;l hroii<<ht sales in- 
creases of l()-2()'; . 

A };ro\\iii}i list. too. of auto dealers. amoii<! the more 
than l.'i.ddO ill the nation, arc tnriiin<: to hroadeastiii;: to 
maintain their sales rates in new cars and to huild up 
hiisincss in repair facilities and anio accessories. Dealer 
failures in radio aic few. and those occur inostK liecansc 
of a lack of iiiidcrstandiii^ of the medium and a rchisal 
to promote broadcast ad\ertisin^ elfectivelv. More and 
inoie dealcis are poiii^ on the air with co-op support 
fr(Uii the manufacturei's from whom tlic\ hii\ their cars 
and trucks, and a ^rowin^ list of aiitoinakeis is including 
radio and I \ inalei ial in their prepared ad kits sent to 
dealers. I In- "dealer pionp t\pc of advertising on tin- 
air. p.'irticnhirK amon^ the \arious (]|ic\i(d(>t and Liiicohi- 
Meicur\ dealer |ironps. is ^rowiu<;. and now accoimts for 
ncail\ a (piaitei of all eniieiit dealer TV advertising. 

I here is real competition these da\s in aiito acces.sories 
and the hillion-dollar lire-and-tuhc market. Niitiialh 
e\cr\ inajor nianufaclurer has radio or W in his selling 
jdaiis. 



SPONSOR: Electric Auto-Lite Co. AGENCY: Newell-Emmett 

CAPSULE CASE HISTORY: Auto-Lite, a consistent ad- 
vertiser in radio for years, switched recently to a CBS- 
built show, "Suspense." The whodunit thriller is being 
aired now both in radio, and, in a slightly different form, 
in TV. Says Auto-Lite: "V^e think 'Suspense' on radio 
is doing an excellent job of raising the visibility of our 
name and the understanding of our products and services. 
It is also helping us to extend our distribution, which is 
the primary answer to sales in the automotive parts 
business." Firm also increased dealer co-op radio. 



CBS and CBS-TV NETWORKS 



PROGRAM: "Suspense" 



Windshield Wipers 



SPONSOR: Anderson Co. 



AGENCY: Schwab & Beatty 



CAPSULE CASE HISTORY: A few years ago, Anderson 
was anxious to introduce "Sleetmaster" windshield-wiper 
blades in the N.Y. area, hitherto weak in sales for the 
firm. Dealer acceptance also had to be gained. Firm 
bought a Sunday-night V^OR newscast, and after 13 
weeks found that radio had brought all company sales in 
N.Y. up to par (only "Sleetmaster" was mentioned), had 
convinced two leading N.Y. retail auto chains to stock the 
item, and had produced introductory sales for "Sleet- 
master" beyond all hopes of firm and agency. 



WOR. New York 



PROGRAM: "Frank Singiser News" 



Pontiac Dealer 



SPONSOR: Jameson Motor Co. 



AGENCY: Direct 



CAPSULE CASE HISTORY: This Pontiac dealer, particu- 
larly anxious to reach rural listeners 75-80 miles from town, 
bought ABC co-op, "Headline Edition," with this result: 
Last six months of 1948, after radio compaign began, 
showed an increase of 305% in the firm's used-car busi- 
ness, always an important side-line to any new-car dealer 
Janneson was able to prove that 54% of the used-car 
sa es came from areas outside Alexandria, and most of 
the customers asked for a specific car they had heard 
about on the air. Jameson renewed for a second year. 



KALB, Alexandria, La. 



PROGRAM: "Headline Edition' 



De Soto-Plymouth Dealer 



General Tire Dealer 



SPONSOR: Bruce Perry Motor Co. AGENCY: Direct 

CAPSULE CASE HISTORY: After a few broadcasts with 
the ABC co-op show, "Mr. President," it was decided to 
test the pulling power of the show with a give-away offer 
in the commercial. An $8.95 spring tune-up was offered 
to the first 25 car owners who called in after the an- 
nouncement and correctly identified the name of "Mr. 
President" being portrayed by Edward Arnold. In the 
half-hour that followed, Perry answered 137 calls on a 
jammed switchboard. Says Perry: "We are convinced 
that Edward Arnold and WSAZ are top salesmen for us." 

WSAZ. Huntington. W. Vo. PROGRAM: "Mr. President" 



SPONSOR: Empire Tire Co. AGENCY: Direct 

CAPSULE CASE HISTORY: An independent tire dealer 
in a rural area, Empire decided radio was answer to 
problem of reaching rural buyers. Firm sponsors the 
Mutual co-op, "Fulton Lewis, Jr." Says Empire's man- 
ager, J. M. Paris: "Lewis . . has increased our 'drop-'n' 
trade by at least 300%. In addition, it has served as an 
Introduction for our salesmen in their calls." So success- 
ful has Lewis sponsorship been, that Empire has upped 
radio budget 200% to include sponsorship of regional 
high school and college basketba I, feels it's paid off 

KBMY. Billings. Mont. PROGRAM: "Fulton Lewis. Jr." 



I Pontiac Dealer 

SPONSOR: Wiebel Pontioc Service AGENCY: Direct 

CAPSULE CASE HISTORY: The problem of how best to 
spend a limited ad budget was solved successfully by this 
auto dea'er who bought a six-announcement-daily sched- 
ule on Bridgeport's WICC. The object was to step up 
the firm's repair business, and to plug the 1949 Pontiac 
line. After the first three days of broadcasting, 500 
people came in to the Wiebel showroom and placed 
orders for 50 new cars. The firm's service trade, back- 
bone of the business, was increased to capacity, with 
results directly traceable to broadcast advertising. 

WICC, Bridgeport PROGRAM: Announcements 



Ford Motor Co. 

SPONSOR: Ford Motor Co. AGENCY: J. Wolter Thompson 

CAPSULE CASE HISTORY: Ford, In recent years, has 
been particularly anxious to build up the sale of Ford 
trucks. During Dodger baseball telecasts, some awe- 
inspiring road test films of Fords at proving grounds were 
shown. The president of Adam Sroll & Son, N.Y. truck- 
ers, was so impressed he ordered his first Ford truck 
without any further sales effort. Groll, who has withstood 
many attempts by local Ford dealers to make a fleet sale, 
said: "I purchased my first Ford because your programs 
convinced me you made a good product." 

WCBS-TV. New York PROGRAM: "Dodger Telccosts" 



^ Texaco Products 

SPONSOR: Texos Compony AGENCY: Kudner 

CAPSULE CASE HISTORY: Texas' TV expenditures, via 
the Kudner Agency, have brought terrific returns in all 
TV areas carrying "Texaco Star Theatre." Not only Is it 
the highest-rated show on the TV air as regards popu- 
larity, but the integrated commercials and the "pitch- 
man" routine of Sid Stone have made the Berle opus 
attain top heights in sponsor identification- 98.5. Pro- 
gram has a terrific mail pull running Into thousands 
weekly, and three out of four respondents say they're 
switching to Texaco products. 

NBC-TV NETWORK PROGRAM: "Texoco Stor Theotre" 



Chain Filling Stations 

SPONSOR: Bonded Gosoline & Oil System AGENCY: Vorious 

CAPSULE CASE HISTORY: Firm, long a non-radio user, 
turned to radio in 1948 and a Fred Ziv transcribed 
thriller, "Boston Blackie," to boost gas and oil sales for a 
large chain of independent filling stations. Show is now 
in its 18th straight month for Bonded, and gets high 
ratings in its Sunday evening spot, due to vigorous firm 
promotion. Says Bonded: "Since 'Boston Blackie' started 
sleuthing for us, we have traced a solid increase in our 
gasoline and oil gallonage. The teamwork is unbeatable." 
Show has upped sales 30-50%. 

WIRE, Indionopolis PROGRAM: "Boston Blackie" 



Chevrolet Dealer 

SPONSOR: City Chevrolet Co. AGENCY: Potten-Hollowoy 

CAPSULE CASE HISTORY: In late 1948, City's agency, 
Patten-Holloway, recommended using transcribed "Safety 
Spots" series of Harry Goodman. City put nearly all 
its ad budget into series. The agency reports: "Quotas 
set in the first third of the campaign were $41,000 for 
repair service; they reached $58,000. Again, $78,000 was 
the goal set for auto parts; they hit $83,000." Both 
client and agency feel that the "Safety Spots" did an 
outstanding job in selling vital service and auto-parts 
portion of City Chevrolet's business. 



Phillips Gas & Oil 



SPONSOR: Phillips Petroleum AGENCY: Lombert & Feosley 

CAPSULE CASE HISTORY: This large regional oil firm 
has used selective newscasts and other programing, 
through Lambert & Feasley, for years with increasing suc- 
cess. Results were so good, Phillips recently increased 
I its radio budget almost double to include sponsorsh'p of 

t high-rated "National Barn Dance" on 100 ABC stations in 

Phillips marketing area. However, much of Phillips' selec- 
I tive selling remains. An unbroken 10-year run with 

KMBC's nightly "Erie Smith News" gets the credit for 
making Phillips petroleum sales leader in Kansas City. 



STATIONS: Vorious 



PROGRAM: "Sofety Spots 



KMBC, Konsos City, Mo. PROGRAM: "Erie Smith News" 



TOO YOUNG TO VOTE 

fC.ontiinieil jroin pape 2'A I 

lelrplioiif'-lioiiif li.-loiiiiip au<lioiicc ]ici 
j)ri)<;iani. Since lif seldom ha? rr|iorto<l 
iiiullipir *ot li.Mpniiig lial)it** ]K"r res- 
])(iiulrnt. Iiis airdicrico composition 
fi{;ure> iiaxc liorn ir«trirtod lo tlio 
li>lf-ning to tlie fiimily lercivoi inlliri 
tlinn llio rorciver in tlio rooms of tii<" 
lociiagers. Since oiilv 20.0' i of llic 
r<"s]iondents in this typical youth siir- 

* lloopi-raliiiiis <lci rol cover "secoiul set" 
lislcnin!! 



\e\ rf|ioitcd lioariiig their |>r()grams 
over the ""faniilx" ^et. and since 38''' 
reported hearing tlieir favorite pro- 
grams on their own sets, it > obx ioiis 
that teenage program |)refereiices 
haxen't iicen known just guessed at 
from niiiil an<l premium offers re- 
s]jonse. Since the latter form of check- 
up is unsalisfaLlory hecause \oulh 
listening swings fre(|uentl) to ihe big- 
gest pr<MMium. onl\ ypoMlaueous mail 
pull ha> meant au) thing. This means 
that giri> have heen catered lo far 
nn)re than the hoys. It aUo mean? 
that the under- i.'i \ear (dds. wiio aren't 



**CrOTTA G€T 
MOM TRACTORS/ 




W 



lien il coiiii-^ In liig-iiioiicy I'ariiiiii*. oiii- Ked |{i>'cr 
\ :illcy is iiiiglily h:ii-d lo l>e:il ! 

I>:isl ve:ir alone, lis Noilli DaUola liay.scctls in llie 
ricli I{( «1 Uix i- \ alley li:ii-> esle«l I ..i'yOAHH) north 
aj jariii ftrttdtuls — spciil $100.741 .000 hi rrlail sittrrs 
— Ii:i(l :iii A>erjiyc KIT<'<'li>c liiiyiiig liiroiiie 29.'J% 
nhtnv llir iiiilittiiiil avrrtitir! 

W'DA^. I'lirgo. ii* the inir. (irailr-A nulut itpftroiwh 
lo all lliix <-\ii-ji iloiigli. l><-<-aiise l{e<l |{i>er N'lilh-y 
f:ii-iiiri-s :iii<l eily folk iilike liine niird il llieir lop- 
furitrilv sUil'mu I'oi- 26 years — prefer W'DA^'. lo I ! 

(>el all the furls today! XVrile us or ask any Old 
("oloifcl ill Tree X I'elers. 
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FARGO, N. D. 
NBC • 970 KILOCYCLES • 5000 WATTS 
'ri{i:K X I'K'I KKS. INC.. I•:xelllsi^e .Nalioiial HeprcM nlalivew 



gixeii to writing fan-stufT. liave l)een a 
great (|ne.<tion mark and still are. Of 
late. ])e(ause of TV which is catering 
to llie exhihilionisls anmug the young- 
sters and llieir mothers, there has hren 
more concrete e\ idence of 3-13 year 
viewing griiuj). This group doesn't 
speml its own nionex hut it's oulsj)okeu 
about what il wants lo eat and what 
parents liave lo huy for lliem. (Xext 
fall, current reports indicate thai par- 
ents will have lo (!0>tume iheir off- 
s])riiig as (owhovs. Ilowdx Dooclx, or 
a Slimoos. Anthority for this is the 
l)i>ys Ai)parel & Accessories Manufac- 
Uireis Assoeiatiiyi. which ])oiut> lo 
<le])artment stores over the nation iii- 
ytalling juvenile western deijartments.) 

\lthough il might he su])j)osed thai 
comediansi fir po])ular nnisic would lead 
in ])rograui i)referen<e>. l.ux Radio 
Theater. Ixvause of the strong femi- 
nine interest, leads the combined boy- 
giil 13-19 year rating, liasehall is sec- 
ond, and that s because of the strong 
|>iisiti<)ii which plav-bv-])lav broadcasts 
hohl. 

The teenage " To]) Twentx" in the 4- 
cilx snrxex (actually 21 shows are re- 
ported (hie to a lie^ are; 

TKE.NAGE T01> TXVKNTY 
I'ro;ri*«ni Peirentage* 

l.ux liailio rhiater 21.2 

naseliall U.2 

Boh Hope 13.1 

Hit I'aniik- 12.8 

-lark Ut-nny 10. S 

Arthur Coilfrcv 9.1 

!>50 riul) (Thilaclelphia) 7.0 

iii'nry Moi'^an 6.3 

SkHtoii 6.0 

Itinw: Crosby 5.** 

San) Si>a»l*» . , 5.4 

Slu.lin One 4.S 

SU>|» the Musie 4.r 

Dam i- Land ( Phila<leli)hia I 4.6 

Ch.sterfii-lil Supper Club 3.8 

K.seap. 3.7 

llorarc Heiilt 3.3 

My I-'riend Irma 3.3 

Krtil Allen 3.1 

Make Believe liallroom (N'.V. ) 3.0 

VauKhn Monroe . . - - 3.0 

^ I'lTcrtitatu' of reajM>}nle}\t» fJ.Sii) who »r. 
Icctfd each itrotiram an "Jatmrilr," 

III the younger-boy group in this 
(Jilberl Sur\e\ (13-151 iheie was nuicli 
less evidence of the popular niiisic xeii 
than ill the average. The girls on llie 
other hand in llie same lliree-xcar S])aii 
alreadx have develo])ed llic disk-jockev 
listening habit. The sliorl-dre.ss conliii- 
geiil listed I'hiladelphia's 950 Cluh 
second xvhicli means that ])raclicallx all 
the Quaker C\\\ sani|ile must have 
xotcd for it. since ihe report covered 
all four cities. They listed Hit I'arade 
third and Dance Land ( l*liila(lel|)liia I , 
Make Believe I'allrooni hit their lists. 

Sponsor idenlificalion among the 
yoiilb (13-1'Jl sam|)le was nothing to 
write home about, as the chart u.sed 
with this re])orl iiidicutes. lii no ea.*e 
(Please turn to page 41) 
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LAKG-WOniH 

featuie piogiams, inc. 

STEINWAY HALL, 113 WEST 57TH ST. 
NEW YORK 19, N. Y. 



Mr. Sponsor asks,,. 




'\\ li\ ai'«'ii'l iiior*' iiu\ tiiiir M'i'ials s|MMisor<Ml I 
on a loral-r«'tail lia!>is?"' 



Bernard Rosenberg | 



Vice President in charge of sales 
Cameo Curtains, Inc.. N. Y. 



Tlio 

l*ii*koil l*aiiol 
Mr. lloMMil»or;j[ 



r 



As :i \ci\ |)fac- 
tirnl in.ittri'. llic 
tialioiiul sclccti\ (■ 
or I oca 1 -r (■ I a i 1 
sponsor looks to 
two sourn's for 
]) rofj r a 111 s : ( 1 I 
local production. 
l2l traiiscrilx'd 
"~ profiraiiis. I here 

arc \cr\ few lo- 
calK proiliiccd daxtiiiic s<'rials. The 
piuldciiis of flood scripts, flood casts. 
<;ood prixliictioii arc riiucli too difliciilt 
at tlic local lc\cl. aiitl tlicir cost on a 
fn c-|)cr-\\ cck. siiif;lc-cil\ liasis liccoiiics 
slafificriirft for tlic sponsor or tlic sta- 
tion. Of course. trariscriMirjt the |)ro- 
firaiii l an answer liotli of llicse dilii- 
ciilties. However, llieri- aie few traii- 
sciihed (la\lirne serials uliicli can 
measure up »ci ijil-w i>e. cast-wise and 
|)rodirctioii-H ise. !■ in tliiM iiiore. one of 
the secrets of the successful daxliiiie 
serial is ■'lorifj-rrni. I.eadiiif; network 
serials iisiialK liave hecii on tlie air 
o\er a leiifztin period, soiiietiiiies as 
loiifi as ten to 20 \ear.s. Tiiere are 
\er\ few traiiscrilied daUiiiie serials 
axailalde on sucli a hasis. 

If a national selectixe or local-retail 
atUertiscr c;inie to us for a da\tiiiie 
sliiiw to leacli the housewife, we would 
lie in |)osititin to oifer liini sc\eral da\- 
tiiiie sei iais. as well as musical, varie- 



t\. or conie<ly shows. l?ut ruv fiues? 
is that su<di an adv<'rtiser would turn 
them down in fn\'or of our liushaiid- 
and-wih- show, l/ce/ llie ^Iciijoiis. 
with \dolplie \lenjou and his wife. 
\'erree Teasdale. \\ In ? 

1. .^poiisor> risiialK like "rianies.' 
I)a\tinie serials usiialK do not include 
liifl-nnrue talent. 

2. Sponsors usually like to promote 
their shows in order to whip up eri- 
tliusiasm (ui llie part of their sales- 
men and dealers. ()h\'iousl\. it is 
easier to promote enthusiasm with a 
■'name" personality. 

.'5. National Mdectixc sponsors usiial- 
K plan radio-pafie newsjiaper ads. ))iil)- 
lieilv. and store disphns. Local-retail 
sponsors nsiiallv like to plan promo- 
tion, iiicludiiifr window tlisplavs. ele- 
vator cards, envelope stiiiTers. etc. 
Names like Meiijoii attract more at- 
tention in window ilisjilavs. elevator 
cards, etc.. than is usually possihie 
with the |)roniotiou of a soap oper;i. 

1. Daytime serials seem to do hest 
when slotted in with otlu'r daytime 
serials. The local outlet for the net- 
works which carrv most serials iisualK 
have no such time availahilities. where- 
as, the other networks carrv practical- 
Iv no davtiiiie serials anioiift wlii<di to 
shit VDurs. A Mr. X Mrs. profirani. (m 
a musical, can he sni'cessful in almost 
am time slot. 

'■). Another practical reason hecomcs 
apparent at the time of the all-ini- 
porlaiit audition of a daytime serial. 
whi(di audition doesn't always impress 
a prospective s|)oiis(n'. lie can ap- 
preciate a musical, or realize the value 
of a iramc sIkiw and if he looks at 
the I looperalirif; of Mr. & Mrs. shows 
which win maikets where they are 
runnirif:. lie fintls that thev invarialiK 



pull liifiher ratiiifis than the leading 
soap ()|)eras on the same stations. 

So. refiarding daytime .serials: we 
have them, and they're flood. i?ut spon- 
.sors seem to prefer shows like Meet 
the Mrnjoiis. They get name values, 
(juieker action, and they seem to get 
hetter results. 

Fkkdkru: \X . Ziv 

I'rcsulenl 

Ziv Company. A. 



I am glad to an- 
swer your <|ues- 
tion for it is 
an important one 
which we kee|) 
asking ourselve?. 
The answer we 
helieves lies in 
a eomhiiiatitin of 
factors which 
slowly, perhaps, 
hut steadily are heiiig overcome. 

It is generally accepted that daytime 
.serials are hest programed in the block 
system. At the local-station level this 
is possihie only on the network outlets 
lieiiig fed daytime serials on the line 
and, of course, where this condition is 
favfuahle. the diflieult prohlem of adja- 
cent time availahilities asserts itself. 

The second factor lies in the vehicle 
itself. To realize fully the returns 
|)ossihle through this tvpe of program- 
ing, the local or selective advertiser 
must he |)rep;ired to emhark on a long- 
term schedule. The daytime-serial audi- 
ence is not huilt overnight. It does take 
time to estalilish the show and to 
develop a loyal listenershi|). Network 
advertisers and their agencies seem to 
luiderstand this, for they eontinue to 
schedule serials v\itli elTectiveness. 
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As a lliird point, it occur;; to ii? llial 
tlie iialioiial iicUvoik advciliscr is more 
objective in tiic solcction of lii.< |>ro- 
<;rani vehicle than is tiic averafre local 
radio s|)()ii.<or. Tlie national adver- 
tiser places liis |>rol)leni in the hands 
of the e.\|)ert.<. the people who analvze 
his market, kttow the inediutn. and 
shape the program accordinjily. 

In the final analysis, it rests uith us 
as producers and distributors of tran- 
.scrihed daytime serials available for 
;iatioiial selective and local spoiisorsliij) 
lo do a more thorou<rh and elTective 
job in witininj; over these advertisers 
wli(» are not \et aware of the "jreat 
potential this long-established |>rograni 
type holds for theni. Certainly wc have 
enough sales anniiutiition to borrow 
from the networks' bulging fdes of 
successful ease histories. So .*tronglv 
do we believe in the daxtinie serial 
for this field that the most recent addi- i 
tioii to our syndicated program catalog 
is the five-a-\veek serial drama Aiuil 
Mary. W'c are glad to report it is al- 
ready doing a fine job in a great many 
rities. i 
Do.NAU) J. Mkkckr 
Director 

i\l}C Radio Recorilinp: Div. 
AVic York 



'1 here are several 
reascjiis win rela- 
tively few local 
retailers or reg- 
ional operators 
have taken ad- 
vantage of the 
most po|>ular 
form of da} time 
radio — serial 
dramas. 

The reasons can be traced back to 
the early days of radio. \o single sta- 
tion couhl su|)port the writing and 
|)roductioii cost for five programs a 
we<*k. And tran.<criptions in those earlv 
days lacked high fidelity and uniform 
(juality. As a result, radio editors of 
iiewsi)apers were velieiiieiit in their { 
criticism of transcriptions. 

In this atmos|)liere, many agencies 
were hesitant to reeoniineiid serial 
dramas to their retail or regional 
clients. Others, eager to put this popu- 
lar and efTeetive form of radio to work 
for the products they advertised, found 
their clients were allergic to tran- 
scribed programs. 

Later, of course, techiiif|ues were im- 
proved to such an extent that qualitv 1 




BIGGER . . . 
BETTER . 





than Ever 



"Ernie" Webber, president ol 
Webber Motors. Omaha, spon- 
sor of the "SportloR." 



BASEBALL 



BASKETBALL 



HOCKEY 




BOXING 



AUTO RACING 



FISHING 



Bob Steelman, KOlL's Sports 
Director, featured on Webber 
Motors' "SportloR." 



HUNTING 



2nd Year 

of the Midwest's 
Biggest Sports Package 

WEBBER MOTORS'^ 



Tremendous results the first year! 
Now, Webber Motors' "SportloR" 
starts its second year greater than 
ever. Two new features have been 
added — Football and a HuntinR and 
Fishing series. 

A combination of all KOIL's sports 
programs — "Sportlog" is 100% spon- 
sored by Webber Motors, Omaha, dis- 
tributor and dealer of Dodge and 
Plymouth cars and trucks. Webber 
Motors is just one of the many local 
advertisers who buy local shows on 
KOIL IN A BIG WAY year after year. 



•foil- BufWs 
^rogromming 
Thof Pays Off! 

"ous service for over 
^years KOlLisTOP 
_^«C station in ,he 

aft":'" '"°-'"Kand 
a'tcrnoon audience 

at n,fiht 
(.(an Febr 4o 

Ask about So/L 
sWsthatwi„p3°^^ 

areV°" ^"^ "^^ha 




OMAHA & COUNCIL BLUFFS 

Represented by 



BASIC ABC 

Edward Petry 1 Co. 



5000 WATTS 
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of tiMiis<'i'i|iti()n.» \v:is ('(|u:il to and often 
lienor llian lliat of local and o\eii nel- 
woik |iro<;rani>. Mllioiigli llip preju- 
dice >till remained in the niind^ of 
nian\ a<l\erti>inj; men, a feu |)r<)<ne>s- 
ive a<;eiicio and a<l\erli>(n> dccide<l 
thai llie advantages of n>in{; seiial 
(lrama> wonld no ion<i;er lie denied 
them .-imply lieeauM' lliev were liical 
ad\ ertix-rs. Shows sncli as Limht's 
f ir.\l l.ove and )ud\ ^ Jiini' pro\ cd 
what conld he done. -Mniost inuuedi- 
al<"lv transcrihed serial drania> were 
(ifTered to aj;('ncie> and ad\crtisers 1)\ 
sviidieates. Ilowexcr. most of these 



projiranis were o\ or-prieod and inade- 
<pialel\ nnanced, and the a{;pneie>. 
realizin<; that continuity and lon<; life 
were prcre(|uisites. refitscd to sponsor 
the programs without the a.-siiranee 
that 2fi() or S2() episodes were axail- 
ahle. 

A few, of course, were sponsored 
and proxed to he just as successful a> 
the network serials, liut the success of 
serials and their increasing use on the 
networks produced a new jirohlcm for 
the local or regional ad\ertiser — "ni-t- 
work preemption." The local adxer- 
liser no sooner got him>elf >et in a 



good lime spot than he wa.- forced to 
mo\e to another spot which disrujiled 
his continuitN — a fmidamcnial of sue- 
eessfid serial drama usage. 

The fuiegoing are, it seems to me, 
the chief hurdle.- that lune deterred 
many local and regional adxcrtiscrs 
from use of this t\pe program. Only 
a few agencies and selective advertisers 
have tlie cxjierience and (ielcrmiiiation 
necessar\ to overc<inic these handicaps 
and thus obtain the advantages accru- 
ing to the large network adverti.sers. 

Katiikyn IIakiik; 

The Ralph II . Jones Com\Hiny 

ColHinlius. Ohio 





You don't have to break through a shell of sales 
resistance when you use WIBW to sell the Kansas 
farm audience. W/ien you used WIBW, you're already 
on ihe mside! 

Because we've been a farm station for 25 years, 
we have the loyalty and confidence of these big- 
buying farm families. You'll understand why WIBW 
advertisers get more sales, faster distribution and 
greater profits when you let us sell your product . . . 
from . 



the 



.INSIDE 



SERVING AND SELLING 

"THE MAGIC. CIRCLE" 

WIBW • TOPEKA, KANSAS • WIBW-fM 





Many retailers 
sjieiid nearly 
I ()()';- of their 
appropriations to 
move about 5% 
of items carried 
in stock, at al- 
ledgedly retluced 
prices. The con- 
yunier acceptance 
on these items 
has. ill main instances, already been 
I I'lrase turn to pa^e iO) 



<^ , 

[ U The listener 

•ylJ^^'^ was absent mind- 
ed. He forgot to 
put an address on 
the postcard. Hut on the back he 
had written: "Dear Will: I'lcasc 
send mc the ftowcr bulbs you have 
been advertising." That's all he 
wrote, but it svas enough. 

The postoffice sent the card right 
JO "The Old Corral" in care of 
KD^'L — right svlicrc it belonged. 

That's iust one example of the 
acceptance of KD^'L in the rich 
L'tah market. 

KnYL-T\', now in its second 
year, does the same sort of smart 
selling iob in television, too. 




National 



Rep CAPPtP PUBLICATIONS, Inc • BEN LUDY, Gen. Mgr • WIBW • KCKN • KCKN-FM 



Representative 
John Blair & Co, 
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THE GOODWILL STATION, INC. -Fisher BIdg., Detroit 



C. A. RICHARDS FRANK E. MULLEN HARRV W1SMER 

Choirmom ol lif Boord frvuVvnl At*t. to tK* fr*i. 



23 MAY 1949 



37 



IT TAKES 

A LOT 
TO COST 
SO LITTLE ! 





Y. 



Lou get more from wbbm for 
your Chicago advertising allowance. 
Because "Chicago's Showmanship 
Station" has what it takes to dehver 
many more of your customers 
than any othei' Chicago station. 

A LOT— WBBM commands the highest 
rating during 205 of the 260 
quarter-hours between 6:00 AIM 
and 7:00 PM, across the board. 
About four times as many quarter- 
hour wins as all of Chicago's 
other major stations combined!* 

FOR LESS so many more 

people listen to wbbm so much 
more of the time, a daytime mles 
mes.safje on wvAm reaches each 
of your prospective Cliicayo 
customers at far less cost than a 
similar messaye on any other 
major station. 

To get a lot more for a lot less, buy 
WBBM - Chicago's most sponsored 
station for 23 consecutive years. 



IBBM 



riiirvRO's SHOWMANSHIP station 

COLUMHIA OWNKD 50.000 WATTS 
RKI'KKSKNTED IIV RADIO SALKS 



'I'lil-trni Cliirann In ii -Fr\\ ll'l 



<Tcatc»l 1>> the iii;iiiufac-luiei\~ na- 
tional cilisin*:. ^onit" iptiiili'i? li;i\e 
the sales hnckgniuiul or \ i-ioii lo see 
a long-liinc proniolion ^ucli as a <la\- 
time latlii) serial. 'I'lie^e nic usualK 
]ea(loi> in their field. 

l)a\linie serials are projected on a 
hasis of accinniilatixe icsidls. eon- 
slantK and Meadilv huihliiig hy ie|)e- 
titiou to larfielv the >aiiic ijn>u|). ^ucli 
seiial.- are tremendoiisK edeclive he- 
cause die\ f;el a jtorlioii of the hiixinji 
])uhlic intenseU sold, instead of the 
whole popidation luilf-hcaitedh .'-old. 

A (IraiiK'ilic seiial demands that the 
listener eithei- give rajil attention or 
turn it olT. lli> ininil i.- washed of nil 



(•oin|)eting (li^traclion^. The eomnier- 
eial aniionnceinent falls on a coin|)lete- 
1\ rcce|)li\e mind, and is ahsorhed so 
ihoi'onghK that s|K>nsot lo\all\ and 
huxinji nijie arc far greater than with 
other proinoti(Mi». 

This "fiivoring wind iisiialh' at- 
tains gieatest iCMilt- onl\ when 
piii'ted liy a definite merchandising 
|)lan. 1 lei'c i> where so manv '"s|iot 
piogiams. or network co-ops. for that 
matter, fall short. Thev arc the hrain- 
childreii of an enlertaiinnent mind. 
in.stea(l of a selling mind. 

The tiue selling mind creates the 
mercliaiidisiiig jjlan npon which the 
whole |)ri>giain rides merchandising 



firsi - eiitertaiinnent to fit. The sliow- 
hnsiness mind iisualK ])erforms in an 
op|)osile maimer. 

One department stoie. for example, 
hought a seiial enile-appeal pro- 
gram for a oiic-\ear rim. The program 
with its merchandising plan, was in- 
tended to accelerate sales in their 
jiueiiile department. At the start, an- 
nual sales from this depaitmeiit were 
S2()().(KI0. One \ear later, figures in- 
dicated a STOd.OOO ammal \ohime. 
Thi.- was done hv no special hargaiiis, 
inereK using a whole merchandising 
])lan. imt just a program with com- 
mercials "tacked on.' 

I'lnterlaimiieiil value, which pro- 
duces high po|inlaritv ratings, is of 
conise \ ital. ^ on eaiTt sell to a 
\acnum. Ilul. let the |)rogram ride a 
heanr a hasic idea which wrajis 
around a whole ineiehandisiiig plan, 
and let the radio-station salesman 
slud\ his subject more thoroughly, 
and. iuevitahK . more da\time serials 
will he sold, not onlv to retailers, hut 
other local or sectional advertisers. 

Hi s.<i i,i, C. CoMEiJ 
Rus.sell C. Comer Co. 
. « « Kansas City, Mo. 




First Award — 

19TH INSTITUTE FOR 
EDUCATION BY RADIO 

Again WBNS gains anathcr "First." This lime tar its haliday pra- 
duclian af "Santa Claus Land" written and praduccd by Park Blantan 
and Chet Lang. It was cited os being on ariginal and eflectivc 
oppraoch ta the ideo af Sonta and his elves in Toylond. A praduc- 
tian thot wos so diflerent and typical of WBNS that it wan the award 
'hands dawn," 

• 

S2°o OF COLUMBUS FOLKS 
OWN THEIR HOMES 

When families mave ta Calombus they came ta stay. They cnjay the 
city with its mctrapoiitan hustle and close-by rural orea. 163,550 of 
these lomilies are layol WBNS listeners. Their buying power has 
proved again and again Ihot WBNS time pays dividends. 

ON WBNS 
SINCE "41 



HflNNR 



A recent survey shows 
that Manna Paint is the 
first chaice in the WBNS 
listening area. CansisI 
ent announcements on 
this statian have helped 
put this company in its 
lop position. 



COVERS ,,o 



IN COLUMBUS IT'S 



rr 



POWER 5000 D«1000*N CBS 



ASK JOHN BLAIR 
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TOO YOUNG TO VOTE 

(Continued from page 32) 

(11(1 the 13-19 year group approach the 
levelii of spoiisor-idcntificalioii vatiiigj; 
as reported hy the Hooper orpaiii/.a- 
tioii. However, one factor must he 
taken into consideration. In the case 
of Hooper, the ([ueslion is asked while 
the list(Micr is tuned to the program. 
In the case of the Gilhert-.N'HC survey 
the respondents were asked to identify 
the sponsor of the program they had 
listened 'to last week. It's one thing 
to name a sponsor of a program In 
wlii(!li the respondent is listening at 
the time, and another to recall the name 
of the advertiser after recalling a j)r()- 
gram as a "favorite." Sponsor-identi- 
fication recall will always be lower 
than coincidential. Nevertheless, the 
discrepancy between responses in this 
"recall" youth survey and those of the 
Hooper coincidential sample is surpris- 
ing. 

If this survey can he accepted at its 
face value, there is a great need to in- 
crease the hrand-iiame consciousness of 
men. To (piole from the sofl-dring 
section of the report, "As hoys grow 
older they lose some hrand conscious- 
ness, whereas girls increase in hrand 
consciousness. The cllect is that about 
one-third of all boys and girls in each 
group have no favorite soft-drink.'" 

Since soft -drink consumption is 
greatest during 1<! and ]9. advertising 
is failing to do its job when one out 
of every third teenager has no favorite 
brand. 

Program desires for the under- 13 
year group have been changing rapid- 
ly. The old Uncle Don may be replaced 
by Howdy Doody but the concept is 
dirterenl. Uncle Don talked down to 
the kids. Howdy Doody and his men- 
tor Hob Smith treat the moppets as 
e(]uals. That is not only indicative of 
Hob Smith but it's true of most high- 
rating programs addressed to children 
of all ages. 

In a forlliconiing issue, .sponsor will 
report on juvenile disk jockeys from 
five to l.T year olds. It will report on 
what makes the Rumple Hunihlex of 
broadcasting gel out and do selling 
jobs that outstrip their predecessors. 
Hroadcast advertising continues to 
grow up. Kvery generation wants some- 
thing dirterenl than its forebears. Kven 
if it doesn't know what the previous 
generation listened to. 

Most of those in broadcast adver- 
tising today don't know either.* « « 




,rHe PROSPEROUS 
SOiffeRM NEW BHOVKMk 
iMARKET 




Paul W. Morency, Vice-Pres. — Gen. Mgr. • Woller Johnson, AssI Gen. Mgr.— Soles Mgr. 
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 



WMT makes big ones out of little 
ones in Marble Rock 



(IOWA) 




-Makinp mountains out of mole-hills 
is a desirable condition . . . when 
the mountains arc markets and the 
mole-hills their relatively small 
eomponcn ts. 

In Kastcrii Iowa, WMTland is a 
mountain of a market, made up of 
more than a thousand communities 
whose apprcgatc population is well 
over a million. Marble Kock is 
typical of these communities, small 
but significant, rich in buyiiip 
power and loyal to WMT's exclu- 
sive CUS programminR. 
When you want to reach all the 
Marble Rocks in Kasteni Iowa, tell 
WMT's prosperous audience and 
start your sales curve mountain- 
climbing. Ask the Katz man for 
full details. 
\ 



I 



WMT 

CEDAR RAPIDS 

5000 Wotts 600 K.C. Doy & Nigh) 
BASIC COLUMBIA NETWORK 
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|l.5>i. (Coiitmued jiom papc IH) 

iiicrcial> may lie fed ti> cacli chain. altlu>ii<ili all coiiiiiicrcial^ will 
he heard on the air. 

Current s-lutiis of acceptance of point-of-sale aural a(l\erti.<iiij; is 
indicated h\ actual liii>inef.> heiii}; placed in ,Ne\\ llnj:land. the origi- 
nal >tinpca«t area, where 7 i^f the availahle ((iminen ial lime is 

now ^ol(). 

\ nuinher of independent o|)erator> of *iipernuirki»t hroadcast 
a(l\ l'rti^iin^ have run into dilhcnltii'^. making, in nian\ <•a^^e^^. the 
*ame crrtns that >t<neeai^t Corporation did at the outset. Most new 
operation* are owned In local stations and in\e?tors. with pioneer 
point-of-^ale groiip> actinj; as national repre;<entati\ e;. for the iiistal- 
latitMis and as uianagemcnt toiisidtants for tiic actual operator.^. 

.Speakers in market? arc. in most cases, installed in ceilinj: rather 
than helow hiiis as in Norualk (Conn. I giant market. I sual store 
has aroimd 20 such speakers to co\cr the entire merchajidisijig areas. 
KM transniissicm. rather thair telephone linking of stores is proving 
satisfaetorx . and expansicm to giant-market national eoxerage waits 
ord\ upon the organi/ati(m of sullicient local groups and stations. 
Manx I'M stations that lia\e desired to add sii|)('rmarket adxerlising 
to their services ha\e not snr\e\ed the supermarkets in their areas 
and tiie grocer) retail \olnme d<»ne in their supermai kets. Just want- 
ing to ojMMiite a point-of-sale hroadeast service isn't enough. Store- 
casting is merchandising as well as advei lisiiig. Its pa)(dl is in 
<lirect sales, it isn't enough to have a good signal, excellent program, 
and a good chain of markets in which to opeiale. It takes merchan- 
dising plus. plus. an<l plus. 



DAYTIME SERIALS 

(Conlimied from page 29) 

the show. etc. The mere fact that an 
executive fancier himself as a lilerar\ 
man max account for a change or 
decision. 

Package us well as agencx producers 
often rule their writers xvith an iron 
hand. 1 hex are naturallx concerned 
with keeping their propert\ sold. To 
some producers that means fdling a 
script with excitement with a capital 
I'j from the opening strains of the 
theme nnisic. I'Dr xears the faxorite 
hcginning of (me package producer foi 
a new storx seipience wa* a rock with 
a note attached crashing through a 
w IikIow . 

1 hat this and similar cliches never 
seemed t(» dent the ratings of his 
show> appi-ars tnd\ to einphasi/.e the 
importance of the snnhidie contenl of 
the program. In fact. I'rofcssor 1. 11. 
Sandage in a stndx of daxtime listen- 
in*! in two Illinois counties foumi that 
"program content seems more im- 
portant than i>txle of presicntation in 
altiacting listeneis from a specific 
education, connnunilx . or age group.' 
.'^an<lage is Professor of Advertising 




MAIN ATTRACTIONil 




at tlie Uiiivfisit) i)f Illinois, wliicli lia> 
jiisl |>ul)lisliC(l ri'»ult>j of ihifi sliidv in 
a l)iill('liii called Qiialitulivc Analysis 
of Radio Listening in in o Illinois 
Counties. 

Soitu'lliiiig iiI)Oul owiiiiifr a siiow, or 
]>eiii{; responsible for keeping il sold. 
>eenis lo inspire a prodneer to sonie- 
tiling sliglilly more llian paternal in- 
terest in what a writer does with llic 
stor\. Kd Wolf of Wolf Associates, a 
successful jiackage pioducer for many 
\ear», oiic<' coiiccixed an idea for a 
M-rial ahoiit \ oung twin or|)liaiis. Me 
liired Addie Iticlitoii and Lynn Stone 
in 1936 lo work out the idea in detail, 
and th<'\' "founded" a liotne for child- 
ren, llilllop House, at Glciidalc, 
I'.S.A.. and hnilt a storj around llie 
people in it. Wolf, who is no one to 
hang oulo an idea just because it's 
his own. promptly ahandoncd his 
twins. ado|)ted IJilllop House with 
Selena Koylc as matron, and cxenlual- 
1) sold the show lo lienton \ Howies 
for Palniolixc >oa|). 

^Miss Ho\lc had auditioned the show, 
which won out in competition with 
two others in final audience tests. Hut 
Palmoli\e had already bought Hess 
Johnson (the voice that liuill four 



plants for l,a«l\ Esliier). Mi»s Johu>on 
took over the kiddies at a salar) of 
81,500 a week. 

She ran llilllop with an unshaken 
touch even through an ama/ing se- 
(pn-nci^ cooked np and seasoned li) 
W olf, about a haln heiress foundling 
kidnapped by g\'psies. lie conlinu- 
ousl\ admonished the writers lo "keej) 
il down in the ci-llar, girls." Hut Violf, 
being a man of int<!grily, did insist 
that the cellar be clean and llie peoj)le 
in il decent. 

One day at an agcnc) meeting it 
was deci<lcd that JJilllop could easily 
top the David llaruni gi\c-awav of a 
horse a week. Hilltop, for three .*»)a]) 
hands and a prize Idler, could give a 
baby a w eek ! 

Everybody was enthusiastic — every- 
bo(l\. that is. but ihe writers. The\ 
were horrified. The) were coninianded 
to interxiew a child-care organization 
ill Manhatlan. which represented agen- 
cies in nearh e\er\ stale. The organi- 
zation ihrealcncd lo fight tin project 
slate by slate. The agenry ami Wolf 
sellled for an imitation jade pin. 

'llie program went off the air in 
1941 when the Pabnolixt account 
moved lo the Ward Wlieelock agencx . 



The) (leiiiaiided a cut in the budget 
(around .S2,')()() a week, minus Hess 
Johnson) wlTu-li Wolf wouldiTt make. 
Ward Wlieelock hiri'il Miss Jidinson 
foi- anollier show, and llilllop House 
couldn't be s(dd soon thereafter be- 
cau.se it was identified loo closeK 
with her. It was off the air until 
Ma\, 19 U(. Miles Laboratories began 
sponsoring it in September of that 
\car for Alka-Sellzei , and has held the 
program since then. 

A ipialilali\e test of the show h) 
the Schwerin Research (corporation 
has revealed that listeners have a jiosi- 
live liking fur the leading male charae- 
ter, Mike I'aterno. Mike is a lawxei 
who is in lo\e with Julie Ericksen, llie 
angel of Hilltop House. Ihil Mike is 
no ordinarx soajiland law\er Addie 
Uichton and Lynn Stimc are dexelop- 
ing him as a man with a |)ersonalil\ 
of his own. a man iiol onl\ cajiable 
bill als<i willing to make decisions on 
his own and stick hy llieni. 

This, being conlrarv lo the tradi- 
tional Irealinenl of men in soap oj)era. 
is an indication thai not every slor\ 
must neressaril) make an appeal 
lhr«)Ugh ihc device of spineless males. 
The same Scherwin tests revealed that 




As always, ihv new Cliarlolte Hoopci * shows WHT i.s the 
liiggcsl altractioii in town. Willi ratings soaring as liigh 
as 20.6 l.y day and 31.1 Iiy night! 

i\o freak jieaks these. l)(iy nud ni<iln. all tliroiif:/! ilic 
ucci:. HUT (!('ls I lie lion's sIkiic of I he Uslciicis. 
A 'M).7' , hi<iii('r (iL('i (i<i(' (iiKliciirc lliiiii \i.i, oilier sin- 
lions roinhi'iicil. ffoy h!ii<icr I linn llic iicxl slulion hy 
(I riji-roorliij! ] 32.0' , ! 

(Outside Cliarlolte. in 94 otiiei' liigli- income Carolina 
counties, 50,()()()-watt \\ BT has virtually no competition 
from other Charlotte stations!) 

Want to make your product the eeiiler of attraction in the 
Carolinas":' Sign up w itii iis or Hadio .*^ales. 
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WBT 



Jofj'craon Slanihird 

Itroa lira .^litii! Company 
50.000 wans • Cliarlone, \. C. ■ !{i |ire~rnti (l liy Hadiii >ali < 



IliUtop li.«trtirr> arc much lunrc in- 
Irri'^li'd ill the prohlems with rliildri'n 
(the ]>rinci|>al slant of the profiranil 
lliari in roriKirilic or oilier coinijlira- 
lioiis inlrodun'il as siil)-])l<(ls. 

This fiirlhcr siifrficsl? that sulijccl 
mailer fur (hisliinc >crial> need nol 
he liniilcd lo sIcrcolN |)<'d iii\ oiil iuiis in 
ihf Iradiliiiiial slvh-. if ihis were 
nierclv a (|iiosli(iri of |ir<)du(iii<r a 
fircalcr \aricl\ of siilijcci mailer and 
a ■■jieller " lileiar\ |)r()(liirl. ihe iiolion 
i-oiild he discarded inslaiill}. 

Il lieeoiiir.- iinjxniaiil l<> sponsors in 
llie |)ossihiHlics il sufif-'csls for iriercas- 



inf; (hnlime audiences. The Warner 
and Hciir\ iincslijialion r<'f<'rred lo 
earlier in ihis series indiealcs lhal non- 
lisleiiers in llie frroup ahoxe ihe 
( loniinon-Maii h>\cl eouhl ho inleri'slcd 
in sounchM' rhainalic IrealinenI of ihc 
ver\ same suhjecl mailer. 

For examph', a wife leariis lhal her 
hushand. a chx-lor of iinqueslionahle 
inlei;ril\. is aiioiil lo he accused of 
inalpracliee. Instead of lelliii<r him 
in on llie mailer, which in\'<)l\cs his 
professional slandiii}; and jierliaps 
iheir whole fnlure, she ""liandlcs il 
herself.'' wilhonl mciilioniii}: il lo him. 
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A BRAND! 
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hen sales Figures oF your brand need to be 
altered UPWARD in South Texas. .. legally, 
of course . . . better heat up a campaign 
over 



, ^r<£*i f^ttot^cr FAMOUS 



WESTERN BRAND 



C C DA8NEir Ffvdfriciiburq. T«*«t 




\^^^llf ^ ^ y^Tl^ ' '"-OOO • ClIAB CHANNIl . '-J.Xj 

Rrpicicnicd by EDWARD PEIRV t CO., INC . Nc» Voik, Ch°ca|0, lot An|clri, Driioil, Si. louii, Dallai, San Franciico, Allania, Boiloo 



'I'he arfrumenl for ihis kind of 
••liaraclcrizalion, of course, is lhal il 
is iieees>.arv in order lo show how llie 
•rood wife can yue<'cssfnlly iiieel any 
lineal lo her security. This overlooks 
the fact lhal sounder drainalie haiid- 
lin<: of characU'r would provide for 
ihe hushand s lakiii}: his projicr share 
in ihe aelion, while slill allow in<t ihc 
wife lo swidl housewifely liearls willi 
pride in her courage and inlellipcncc. 
The dfccl mi<rlil he even more im- 
prcssixc if ihc wife's peculiar ahilil} 
lo help her hushand in such a siliialion 
were shown Iriuinphing side hy side 
wilh his own eiicr<relic. hul unsuccess- 
ful elTorl lo save his repulalion. 

When Sandra Michael's serial. 
Afldinsl The Storm, weni on ihe air in 
the niid-llrnlies opposilc />'^'^' Sisirr, it 
huill from a 2 lo a 7 without takiiip; 
any mcasurahli" jiart of Hip Sislrr's 
aildieiiee. I his seemed to indicate the 
profrram drew a sulistanlial portion of 
its andii'nee from new as well as regular 
serial lislciievs who added il lo their 
lineup des|)ile its hri'ak wilh traditional 
da\limc .•'••rial formulas. 
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i\i> iiiM'stigatioii. iiiifortiiiiiitcly. I^a^ 
c'\cr hccii iiia<lc of the degree to wliieli 
the distinguished writing of Against 
The Storm was a factor in its popii- 
larit\. The fart that erities have called 
it a literate, heaiitifnl joh of erafts- 
inaiishii), and that it won a l'eaho<ly 
Awaid in V)U. is not necessary evi- 
denee that listeners aii|)reeiat<-<l tlu- 
same qualities the erities did. Ahniy 
thousands of letters from listeners. 
howe\cr. did express sincere gratifi- 
cation for both the writing and con- 
tent of the show. 

The new Against The Storm series 
that Philip Ahnris started sponsoring 
on Nhitual la>t April features halfdiDur 
instead of (pia rterdiour episodes. In 
recommending the series to I'hilip 
Morris, the agenc\, ('ceil ik I'reshrey. 
Inc.. was very conscious of the in- 
crease of woniCM high-s<'hool gra<hiates 
hy more than mv: sine- 1920. 

A writer's owning a program, as 
Miss Michael does Against The Storm, 
is no guarantee of easy sailing in 
de\'eloping the story. Attempts of 
agency peo|)le to influence her treat- 
ment of the story, according to Miss 
iMiehael. caused her to ask for cancel- 
lation of the original program in 1942. 
although it had <'onsistcntly held a 
place among the first ten serials. 

The impact of the war led writers to 
attempt, with the blessing of agency 
and sponsor, a hit more realism. For 
(Hie thing, psychological and scientific i 
theories that hear on the daily lives 
of people in the serials have heen in- 
troduced. 

Warner and Henry found, however, 
that merely to talk about such theories 
was on the whole distracting and un- 
satisfactory to most soap-ojK-ra lis- 
teners. For exanijilc. making doctors 
chat with patients ahout new medical 
discoveries. Freud's theories. ct<'., niav 
give a story an air of enriching the 
listener's life. Hut earlier tests at the 
riiivcrsity of Chicago hy Shcrnian 
Dryer indicated con(du>i\ely that ma- 
terial handled in such manner isn't 
well reiiieiiihercd and doesn't compare 
in eiitertainmciil |)Uiicli with the same 
material used drauiatieally as part of 
the story action. 

i\ot all writers are free to coiistriiet 
their dwn stor\ lines, even under super- 
vision. Writers <ni the ten serials now 
produced hy the lluniniert organiza- 
tion are provided with story outlines 
for which they sinipK do the dialogue. 
The [Iiimmerts themselves keep all 
(I'lease turn to page 5H) 



its EASY, 



IFYOXJ 
KNOW how! 




OOME people will swallow anything', we know — but how 
did anybody ever swallow the old misconception that "all 
radio stations are pretty much alike".-' 

KW'^KH is rery different from any other station in its area. 
In our 23 years, we of KWKII have built this difference by 
studying our audience, by testing our programming, and then 
by spending the time and money required to give our people 
uhat they tcaiit. Proof? Well, during its 4 performances in 
March, the Louisiana Uayride, KW'KlVs Saturday night fea- 
ture, drew more than 12.000 paid admissions.' 

KWKH is different. Among all the CHS stations rated by 
the Hooper Station Audience Index, KWKH consistently 
ranks near the top. morning, afternoon and e\'ening! May we 
tell yon what this can mean to you in the important Shrevcport 
area ? 



KWKH 



50,000 Watts 



SHRGVEPORT 



CBS 



Texas 

Arkonsas 
Mississippi 



The Branham Company, ReprcSLUtatii es 
Henry Clay, Gener.d M.wagtr 
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As a sales-producer CBS today holds the high altitude record among all networks. 
For today you find on CBS the greatest aggregation of stars and the most powerful 
facilities combining to sell billions of dollars worth of goods to the largest 
number of listeners at the lowest cost of any network in radio. 

The Columbia Broadcasting System 

I 




Jim McLane In The Olympics — 
Station WHEC In Rochester. ••• 




meter ' m tnfe 

McLa"t: best the ^or\^ 
time o ^9^^ 

m B-ochesten head- 



WHEC is Rochesfer's most-lisfened-fo sfafion and has 
been ever since Rochesfer has been Hooperafed! 

Furfhermore, Station WHEC is one of the select Hooper 
"Top Twenty" stations in the U.S! (Morn.Aft.and Eve.) 

Laletl Hooper before c/oiing lime. 
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STATION 


STATION 


STATION 


STATION 




WHEC 


B 


c 


D 


E 


F 


MORNING 


41.0 


23.9 


7.6 


4.5 


15.4 


5.9 


8:00-12:00 A.M. 














Mondoy through Fri. 














AFTERNOON 


36.2 


27.1 


8.1 


11.6 


12.2 


4.3 


12:00-6:00 P.M. 














Monday through Fri. 












Station 


EVENING 


37.2 


32.7 


6.5 


8.2 


14.0 


Broad cost 
till Sunsot 


6:00-10:00 P.M. 
Sunday through Sot. 


OCTOBER 1948 


thru FEBRUARY 


1949 


Only 



HOOPERATING 



BUY WHERE THEY'RE LISTENING:- 




MEMBER GANNETT 
RADIO CROUP 



^^^^^ 



N. Y. 
5,000 WATTS 



.RepretenWvei: EVERETT & McKINNEY. New rorit, C/iitogo, HOMER GRIFFITH CO., lot Ange/es, Son Francisco 
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Andre Baruch, for 13 wcelis, stooged for a different magican every weel to sell the "magic" of Polaroid TV lens for all sets 



Polaroid paradise 



>4»l»4»4lV flM»ll^llf fllilf 

TV iUMM^^>S4»^i4^s 4M»iil4l ht^ Ui^ I»iisiii4^ss 4»V4^r f Im^ iiii* 



OHiing out aliiiosi ini\ iiiajor 
iiip<li;iMic;il product from 
i\ir<- to i-:MMi'r:i'^ nnil il 
\M)ii I Id- loiifi iM'fon' ciilprpi is- 

iiif.' iii;iiiuf;i( tmiT is iiiarkci ;i <l;isli- 
lioiinl iDiiipuss III (»x|)()smr nirli'i 
clii mil<"|ii"ii<ltMil ;|<:<-(>M)1\. Tlic 
m;iiinf;)(Hiic of all of accosor)' 

|)i ()(lii( I* in llic I . >. lias l)C<'oin(' l)ig 
liiiMiicss. aii<l frci|ii<-iitlj a |>rorital)lo 
one. Willi lclc\ ision-sd inaiiufailiii ■ 
ill}; liooiiiiii<! as llie lu-wcsl major in- 
(lii-lr) ill lliis romilr). it was oiil\ 



iiatiiial lli.'il nil ovcrniglil iiisli would 
deNfiop lo hriii}: out TV acfi'ssoi ii's 
as ucll. 

Special '"tch-N isioii tallies." aloiir 
with special T\ cliaiis. T\ liai sets. 
s\\ i\ el-to|i atlaeliiiieiits to iiioiiiit T\ 
sets. a>» well as otlier jiadfiCts. are hc- 
iii}: sidil ill fiii iiitiiie and depai tiiu'iit 
stoics ill 'r\ areas. Aicliitects Ikinc 
desi<;iic<l li\ iii};-rooiiis around '\ \ 
\ie\\inj!;. and magazines like House 
lleuiilijul aiul Keller Homes ami Gui- 
liens lia\e tackled the task of decoial- 



iiij; a living-i ooiii where the center of 
atti action is a TV set. 

Ihit iiow lieic lias the fiehl of T\ - 
accessory selliii-; heeii .so green as in 
llie iiianufacluie and sale of various 
atlacliiiienis for the T\ s<"t itself. 
Tlies.e lia\e <li\i(led rougliK into tliiee 
iiiiijor t\pcs: lenses, antennas, and 
filters. E\er\ T\ -set owiici is a po- 
tential customer, and e\ery TV <l(>alci 
a potential outlet. I'lirtherniore. llic 
hcsl advertising mediiiiii for such sell- 
ing is TV itself, since there is little or 
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POLAROID 

do 

TELEVISION 
FIITIR 



TV dealers, who don't make too much on receivers, use Polaroid window streamers to tie into every Polaroid>sponsored announcement or program 



no waste circulation, and tlir market 
exisi|.« only in areas where TV stations- 
are operating now. 

Many a small electrical or (iptical 
l>ii»ine£.s that grew up during the war 
years through manufacturing radar 
antennas or Plexiglass homher nuscs 
received a 'revivifying ''sliot-in-the- 
arm" when TV came into its own. 
Several such plants, who.so e()ui))nicnt 
was (iiit-moded when V-J day put an 
end to many war contracis, have 
switched over in a matter of weeks to 
making a TV product. 

TV has done sonic |)hononu nal sell- 
ing j<)l)s, even when the retail prici- of 
the TV accessory being .*old is rpiite 
sizahlc. When Acrosweep Motors, 
makers of an electric I V anienna rota- 



tor, wanted to introduce its new |)r()d- 
iH t, it was done via a series of TV s])ol = 
fone-niinute films) on Newark's (N.].) 
WATV. Tile spots were scanned 
nightly, on a Wcdiiesda) - through - 
Sunday schedule. In the middle of tlie 
third wfek, more than 1,2.S0 replies 
had (•(line in (a total of nearly .$50,000 
in )><)t('ntial sales) at a total cost of 
alxiiil SI per in(piiry. The liiggest 
sm |)rise lay in I lie price of the ilcni: 

.s;w.y5. 

Again, when Los Angeles TV dealer 
Jerry ('ostigan houglit a single one- 
minute spot on L.A.'s KT1-.A to adxer- 
lise W'alco TV Lenses, he was nearly 
caught flat-fooled hy the response. He 
had only 100 lenses al S70 each in the 
store. 0\er 2.000 calls regarding the 



lenses came in during the next •)}{ 
hours. The S7,000 worth of lenses 
«old out as (juickh as a nvlon shipment 
in wartime. A week later (.ostiganV 
plione.s were still jingling as call> came 
in at liie rate of 150 a da\ . The eo>t : 
SoO: the take: S7,000. And new lenso 
were selling as fast as Costigan (-(uild 
order the |)laslic. li(|uid-fillc(l T\' ac- 
cessory from his su|)plier. 

Leading makers of T\' aecessnries. 
such as the K. L. Couinand Co. (W'al- 
co lenses and fillers), Richard's Life- 
Size Screen (T\' lenses). Celomat Co. 
(TV filters), the Zolar Optic Co. (T\ 
lenses). Acrosweep Motors (anten- 
nas), and others ha\e found that the 
pull of TV advertising and the acrepl- 





A lens is a good gift for "your television host" 
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'Howdy Doody" pictures were effective give-aways 




Groan-and-grunters produced Polaroid sales 
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iiiicc of T\ ;I(■(■(•^S()rio^ liavc comhinod 
lo form a jriowiiij; hiiMiiPss. liiit no 
firm lia> fionc as far and a> fa>t in the 
fii'lil of T\ •acccs-or\ sclliiif; a> tlic 
I'ioiii'i'r S(ii'ntifi<- (',ori)oralioii. mak- 
(M> of "I'Dlaroiil Telex ision 1- ilter». 

Like 'ro])>\. llie I'ioneer firm '"jiisl 
<;ro\\e(l."' It i> prellv imicli a \\ar-l)al>\ 
firm. iia\inf; hi-en cliaitereil in New 
^ oi'k ju>t two XM-ek:* after tlie dav tlie 
Ja])aiiOM' .-ilriiek at I'i'arl llarhor in 
l')H. Howard \\ . Seiter and (leorge 
|{. Ilininan. aliinmi of an olliee-su|)])l\ 
jcdibinp firm known as Maikax I'rod- 
nets, aetixated tiic firm in March of 



1012 as a lieoiiseo of the tlien-five-\ car- 
old I'olaroid (]orj>oratioii to inaniifae- 
tiire or asscmhle \arioiis I'olaroid op- 
tical padpiMs. most of tlioni for mili- 
tar\ use. \\'h<'n tlie war ended. Pio- 
neer ."^ciciitifie turned to the manufac- 
ture or asseniM) of \arions jjcaeetime 
prodiiels that called for the ajipliea- 
tion of the ))rinei|)les of "liplit jiolar- 
izinp;' •Icxelojicd 1)\ I'olaroid as I'arlv 
as l')32. Pioneer hi-camc a sales or- 
j;aiii/atioii. too. Iian(iliii<; I'olaroid 
sunglasses for exjxirt. Polaroid kits for 
science classes. Polaroid lahoratorx 
and photofirapliie sup))Iies. and a eoni- 



binatioii suii-liat-and-sun-\'isor known 
as a "I'ola ("ap. " Annual sales ran 
ahout S'><»0-0()l) a year. 

Ill late 1947. Pioneer began work 
on a new j)r()duct. one destined to he- 
eoiiie the firm's sale^ leader. The com- 
pany was well aware, in the latter part 
of 1917. thai telex ision was niakin<: its 
hid a.« the newest enterlainmeiit medi- 
um. Vi'ilh iiotliin<i to lose. Pioneer 
he<;aii a research project to see what, 
if any. ajijilicatioiis could lie found for 
I'olaroid e(|iiipineiit in T\ . Tlie\- dis. 
coxcred rather ipiiekly that one of the 
drawhacks to owiiiii<: a T\' set was the 
fact that several hours of constant 
viewiii}; left some \ iewcrs w ith the same 
kind of mild eyestrain obtained from 
ga/in<: into a fluorescent lifilitfi xture 
for aii\ coiisiileralile length of time. 
The T\' direct-view tube had a high 
glare factor. Polaroid was a means 
of glare control. 'I'hus. reasoned 
I'ioneer, if you put a piece of I'olar- 
oid film o\er the business end of 
a 'fV tube, .-tra) light and glare would 
be great!) reduced. Tlii-\ tried it; it 
worked. Pioneer had a new product 

"POLAROID PARADISE" PART TWO 
WILL APPEAR IN 6 JUNE ISSUE 



THE BROADCAST AUDIENCE 

(Continiicil from futjie 26) 

at night (hiring March ^liow tip in the 
follow ing nianiier : 

i^hjiro of Audi<'nro 
Ti>«n liaiiio TV 

.NIi'W YoT-k 7*1. Ti 23. ."i 

\ rating for I \ \iewing i> included 
in Hooper senii-niontliK I'roprain 
llooprratinixs. In 2't out of the .'^6 
cities used in the I loojierating there 
was one or more T\ stations during 
March (since most of the figures used 
in this hroailcast-aiidiencc rejioit cover 
March. March figures are being used 
tliroughoni to keep the data ronipar- 
ahle. ) l']iglit\ -nine percent of all sets 
installed were located in these 2.i citie.- 
ii\H(^ Tclct'ixiori Data (liait\. The 
coiiiparatixc u^e of radio and 'Y\' sets 
at the time when the \ istial iiicdiiiiii 
gixe-i the aural medium it> greatest 
competition* should i>e illuminating. 
Figures from 1'rofi.ram lloopcratiniis 
week of 1-7 March are used. 

liiiliin.- 



Dny 


Tim.' 


KiKliii 


TV 


Snnilny 


S:,ln-'.i |).m. 


.r.i.,^ 


i.r> 


Mfiiuhiy 


S:3(l-'.i p.m. 


.I.'l.'.l 


3.7 


'I'ut'sdny 


s.'.i 11. m. 


.10.6 


4.0 


Wi'(hl<'S(l;iy 


.V;,10-!" i>.m. 


31.1 


3..^ 


Thursihiy 


'.i:HO-l(i 11. Til. 


2y.s 


."..2 


l''ri<Ifiy 


>i:,1li.'.i p.ni. 


31..S 


3.11 



* '("lie pcrioil cliiriii}: wliirli ;;c^^ il^ 
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We'v* mad* I mlnvl* film 
■ pall far ivch compon!** oa- 

Beidt Can 
Caray Soil 
FltcK Shampa< 
Flarahvim Sha«7 
Dr*ft 
Wh*ali«a 
Piltabury Flour 
Belavvd Diamandi 
Malarala 

Spved Ou**n Woihan 
Inlernotionol Horvvilvr 
John D»»re 
Phlllipa 66 
Nutrvno F»»di 
Ouolivr Ooli Ca. 



Par y«ars wave been making 1-Minute 
Film Commercials far Natlonol 
Advor^scrs to screen in theatres . . . 
This know-how Is now ovoilable to 
you for..yoor 
TV^Fflrn Commercials. 

W* combine creative artistry (bath script 
and comera) with the sart of 
iotes substance thot Impells octlon. 
We've faund out much obaut how ta 
compensate far the TV limitations so that 
your films telecast brilliantly. 

Moy we screen some of ihese films for 
you . . . with no 
obligotlon on your part. 



Reid H. Ray Film Industries 



2269 Fard Pofhwoy 
Sf. Powl, Minn. 



208 So. loSoKe Si. 
Oitcogo. tllinoia 
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1 li(\-c arc not nc(e.»Miril\ tlic lioui? 
(liiri))}: wliicli radio rcaclics it? <;rcat»'>t 
aiiilifiirc?. l)Ut liour.- (liiri)i}; uliicli. 
arcordiiif; to all TX rcporl^. llic \i>iial 
iiicdiiiin i> liitliiij; on all lulics. 

TIk- Nitdscii Kadio Index, uliirli lias 
rccciilh cxlcndcd il> M"r\ ice to In" 
rc|)r<'.-i'iilalivc of tlie ciilirc iialiofi. a> 
the McKcii orjianization .-I'l-- it. cur- 
rcnlh K'port.- further iiicreax'? in radio 
li.-teniiif.'. Vccoi din}; to \\{\. in Janu- 
ar\. lO-fT. the averajie Imurs of li.-ten- 
inj; per home per (la\ were I.ll. In 
Janiiar\. r<-])orts Nielsen, listen- 

in<; ill the same homes rose to 
hours ]>er (Ia\ . 

I>e< ause of the iiu rease in the iiuiii- 
her of radio homes, this iiierease in 
iniinher of hours s|)ent with radio 
means ( aeeordiiif; to .M{1 fifiures ad- 
justed to the current iiuinher of radio 
honie>) that the hroad<ast advertiser 
is "the heiieficiar\ <d an increase of 
21' ( in the total lioiiK' lionrs of radio 
listeiiiii;;. 

NHl's fifzure for c()st-])er-thousaiid 
homes readied 1>\ the axerajre network 
hroadcast ha> dioi>i)ed from $\.',\') in 
Jarmarx. 1917. to Sl.M! in January. 
191';. Ni(dsi'n also stresses, in the cur- 
rent rcixnt he is mnkin<z t(» adxerlisiii}: 
a^en< i<-s. the fact that radio, unlike 
most other advcrtisiii}; media, is not 
static --that the audience an adverti.«er 
reaches this week is not 100', the 
same a> the audience he reaches with 
his next l)roa<l<"ast. 

l'"or a specific pro<;raiii. Ik- reports 
a siiifile liroadcast reached an audieiiee 
of 12..")',' which heard 2..') commercials. 
This ,'?0-iiiiiiute eveiiinj; projiram how- 
e\cr rca(died 27.1!' I of tlie radio lioiiies 
diiriiif; a four-week perioil. The ciiiiiu- 
lati\<" audience heard on an averajic of 
4.9 commercial? diirinjz the four-week 
|)criod. This audiencc tiiriiovci factor 
i^ not present with lilack-aiid- white 
ads ertisiii}:. wliicli reacliC'- for the 
most part the same andieiiee week after 
week, exeii thoufrli tli<' puhlicatioii is 
one thai is sold piiniarily on the news- 
stands. 

One of tli<' reasons why daytime 
serials are so cfTective is also the audi- 

<-nce liirnoxer. .Nielsen reports that 

•-oa|) opera which he rates as ">. I for 
a ^iii^le hroadeast rcaclieil 'M.2' < of 
the ra<lio lioincs duriiif; a iiioiitli (20 
hroadca^ls I . On the one airing, the 
axeiafic li'-lerier heard l.<"> i oiiiin<-rt ials. 
On llie 20 111 oad<-a'-t hasis. tli<' axerage 
lioii'-<'wifi' heard 9.7 commercials. 

I'laclically all radio researcdi on the 
hroadia^l audience is home res<'areli. 



It is also {icncrally I exeejit for iNielsenl 
one-set- per-lionie research. 

This underestimates actual listeniii};. 
A leeeiit surxey conducted hy i'ulse 
of .New- York for WXKW produced 
the fii>t set of figures iiidicatixc of ont- 
of-tlie-honie listening. The sam])le was 
"luall. and neither Dr. Uoslow. head of 
I'ulse, nor \\ iNT-lVi' makes any world- 
shattering claims for the study. 

Out of a sample of l.()0(). Pulse 
reported that 2!>7. 2!>.7'r. stated that 
the\ li^tened to radio awa\ from home. 



Away-f rom-homc listt-ninn 
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low because this siir\ e\ was made dur- 
ing a month (.March. 1949) in wliicdi 
warm davs were at a iiiiiiiiiiiiiii. A 
further --tudy will he made during the 
summer wliicli will no douht eonfinn 
the findings ui ViOK and other studies 
which were re])ortcd in .spo.NSOk'.s 
S\trnrner Sellinii (9 May I i.ssue. 

The figures of "at work" audience 
are interesting. Tlie listen-w liile-you- 
work audience has not been checked 
prox ioiisK. W'NEW's interest in "awa) 
froiii-lioiiie listening ' is like the inter- 
est of all iiide|)eiidenl stations in this 
audience, ha.sed upon the fact that non- 
network station ]»rogianiiiig of music 
and news is tailored for the wigrant 
ear. It's a vital autlieuce, an earning 
and sjiending audience. 

The I'M audience is also bigger than 
indicated in most surx eys. Oxer 5.5' < 
of the rM-e(|iiippe(l homes in the 

.New ^ ork area use their I'M sets at 
least oiiee a week (Pulse). As base- 
ball becomes more and more important, 
that l'".\l figure will go u]) and up, 
since daytiiiic radio sounds better in 
the suiuiiicr on an F.M set. es])ecially 
in areas beset b} man-made static. In 
many other cities, the local KM sta- 
tions are the only outlets over which 
good daytime signals carr\ing the 
baseball games are available. 

The coiii])ositi(iii of the broadcast 
audience is also changing. In the last 
five \ears. the axerage listener has 
a<ldcd one year of cclueaticm. That's 
true of the total population of the \\ S.. 
and 91.2'r' of the nation have radios. 

In 1910. !!. l''; of the I'. was f)0- 
71 \ears old. In I9.")0. this beeoiiies 
9..'^','. TIk- o\er-75 group is increas- 
ing also. Ill 1910 it was only 2' i of 
the nalionV ]>o|iiilation : in 10.")(l it w ill 



be 2.3' This means the over-6() 
grouj) will number 3,166,000 at the 
end of this year. 'I bis segment of the 
population lias more leisure than the 
rest of the V. S. Its buying j>()wer is 
considerable also. 

Tlie.se figures of the National Re- 
sources IManning IJoard are important 
to ad\erti?ers because little or no copy 
is being addressed to this group on or 
off the air. 

The broadcast audience is grow ing- — 
is grow ing better edui'ated— is growing 
older; the latter despite the upjicd 
birthrate ^iiiee the end of World War 
11. 

I'o the increased radio audience lia> 
been added a new audience, the T\' 
audience. The increase in radio homes, 
the iinco\-criiig of out-of-liomc listen- 
ing, the increase in hours of listening 
all tend to make the recent i)re(li(-tions 
that r\' will |)ass radio in importance 
in fixe years seeiii at least far-fetched. 
With the conipetition of the visual 
medium, ratlio is being forced to find 
out new" things about its audience. 
.Vdvertisers with new facts and figures 
-with new knowledge about who is 
bearing their commercials — will also 
have to re-e\ ahiatc the broadea.«t adver- 
tising iiiediuiii. No part of it has 
started to shrink — \et. * * « 

THE UNIVERSAL LANGUAGE 

(Continued from papc 25) 

W.^M carried four nursery accounts 
on CtTand Olc OpTx. as well as on 
early-niorning liillhilly shows. Three 
of the nurseries offered fruit trees at 
$■1.9.5 ea(di, the fourth a flower plant 
at SI. Total tlollar volume for tlie.«e 
four accounts was more than $350,000. 
of wliicli $66,000 was received by the 
flower firm: the tliret- other nurseries" 
total of better than $2»!5,0OO repre- 
sented some 57.000 orders. Axcrage 
cost oil all the $4.95 nursery offers 
during the entire jieriod was 66 cents 
])Cr order, with one of the firms re- 
cei\ iiig during one month (January, 
194')) such a volume of mail that the 
actual cost per order was only 22 
cents. 

The WW'VA .lamhorce. on that 
WluM-liiig. Va.. station, has a 

lenglliv list of satisfied local advertisers 
who stroiiglv attest to the continual 
pull of folk artists. ]amhorce. aired 
each ."Saturday night for four hours 
before a live audience, and now in 
its I6tli \car, points to such mail 
rccoids as one (]iiarter-hoiir ])arti<"ipa- 
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tioii losultinp in 2.703 iiiagn/.iiie suh- 
spriptioiis. oiip fivc-ininutc luirticipa- 
tioii produciii'i 1.232 SI. 29 liosicry 
ordors, a l.i-iniiiuto slot sclliiif; 973 
spwiiig iiiachiiic ;ittacliiiipiit.« at SI 
oapli. another (iiiaitor-lioiir participa- 
tion pulling S7!!7 for tliat iiunilirr of 
plasitio aprons, and a five-miiiuto 
period soiling 91 taMoware sets at 
S9.9.T each. 

Stories siieli as the following ex- 
perience of KW rO. ?i)ringfield. Mo., 
with a local advertiser are as numerous 
as the hillbilly ])erf()riiiers and groups 
who are responsihle for tliein. A local 
KWTO account wanted to advertise 
a mail-order product for SI: the item 
could he obtained only hv writing to 
the station. A live-folk-niusic act « ith 
a large following was recommended to 
the account h)- the station. This was 
not agreeable to the sponsor, so a 
lii-niinute recorded show was decided 
u]joii and programed with a resound- 
ing lack of results. 

Shortly after, the advertiser switched 
to a live-talent group, using popular 
and semi-classical music. Kcsults were 
still slow in coming. Finallv, rather 
than give up. the client was |)ersuaded 
to try a hillhilly unit, in spite of his 
distaste for this l\]>v of program. The 



distaste rapidi) evaporated in the face 
of 25,000 SI orders in 2() weeks, an 
average of 962 cash orders ytcr week, 
or 137 a da). The a(hertiser realized 
S137 for e\-cr)' Sf.^ Investment, less 
than he had budgeted for the cam- 
paign. 

The files of WUVA. Hiclunond. Va.. 
Contain a similar storv (many of them, 
for that matter). I.ightner Poultry 
Fariiis had had. in 1917. a morning 
>how — not hillbilly — on the station, 
advertising baby chicks, liccause the 
show was not pulling well. \\'I{\'A 
suggested lo Liglitner that it change 
its time and program format and m<i\e 
into a segment of the station's Old 
Dominion lUirn Dance. Through the 
spring months of 1917, the show sold 
.50,000 chicks weekly for Liglitner. to 
the point where the company had to 
cancel because its supply was ex- 
hausted, ."^ince then. Liglitner has 
returned to Old Dominion Ham Dance 
as a regular participant. 

\\T5T. Charlotte. X. C. .several 
months ago started a new folk-niusie 
group (Dewey Price and the Dixie 
Trio) on a tliree-tinies-a-week selied- 
iilc. In a matter of three weeks, audi- 
ence acceptance expanded the pro- 
gram to nine times weekly. Three 



local sponsor> split the nine (juartcr- 
hour shows; one of them. Tid)e Hose 
.^nuff. reports an average mail pull of 
rl.iO letters per week, on an offer of a 
four-leaf-clo\ er charm. 

Folk music in recorded form is a 
powerful audience lure. alsf). In the 
first nine months of last vcat, the 
W'CK^' (Cincinnati I Jamboree - a 
four-hour se\ cn-niglits-a-ttcck ])lattcr 
program conducted b\- \elsoii King 
sold S 1 ,0.ii5..i.l2 worth of iiiercliaiidise 
for its direet-inail a(h crtiscr.-. The 
total represented OdT.OOO ordcis. 

Individual case histories tell a more 
detailed storv. The Picture l!ing Com- 
pany of (jncinnati for two-and-a half 
nionlhs u?ed a oiie-minule aimnunee- 
nient on \\'(]K^ "s Jamboree to sell a 
ring with a picture in it for SI. Re- 
sult : 7..5 1 1 rings s(d(l, an average of 
more than 100 orders a day. With 27i 
amiouiicenicnts during one month and 
a day. the London S|)ecialty (Company 
received, through Jamboree. .5,387 
mail orders for its sewing-machine at- 
tachment selling for Si. Ucspons(> 
came from 24 states and Canada, w illi 
92^< of the mail pulled frfnii the ten 
states ill WCKY's listening area. 

Ranch Rhythms. Mondays through 
Saturdays 10-11 a.m. (Central Stand- 
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aid 'lime I on WHU.M. M<'m]ilii>. 
Tcnii.. ill .|aniiar\ of llii.-; v<'ar had a 
lloDlicr (if I.'), as against .'!.() fm it> 
ncaii'»t local ( oinpotitor. 

There are hiiii(he(l> of >ii)iilar 
>li)rie» in the files of these local slation.- 
which pro-rrani folk-nuisic act> and 
l)erforiiier>. Kolk nui>ie ha> an appeal 
that a|)pareiitly is universal. It and 
it> proponenis lia\e the knack of doiiij; 
what no other t\|)i' of radio entertain- 
nieiil (an ajiproxinialc and that is 
nic'eting lisleneis on eipial terms. 

'rhat'> \\h\ folk nnisic pa\> off for 
local a(l\ i!rtisers on local >tation>. It s 
time the psendo-s()plii>tieatcs anion}; 
national ad\erti>ers and their ("arncpie 
I lall-niiiideil agencies realized it. I n- 
til tlic\ do. tlie\ "re hy-passiiig a nice 
.-lice of the sales revenne to he derixed 
from a iiiiicli maligned, hut ver\ j)ro- 
(lueti\c. t\pe of hroadea>liiig. « « « 



DAYTIME SERIALS 

(C.unliniH'd from pape I'i) 

^tor^ lines going, apparciitlv on the 
theory that llic\ know hetter than an\- 
one else what their li^teners will like. 

I'^a<'li stoiv illustrates a continuing 
theme or prohlcm which they hclicve 
will eoniniand a hroad and eoiisi>tent 
interest. Their judgment seems to 
liav<' heen well-justified to date. The 
llnmnicrts. however, would he tlie last 
to insist that their formula is the only 
one that will cominand a following. 

Writers of soap operas gel from 
.>2()l)-S.itll) a week for five scripts, un- 
less the w riter owns tlic show, in w hich 
<-ase he may get up to SI, 000. 'flic 
majority of writers get hetween S20()- 
$2r)(). with lluiniiiert writers getting 
ahoiit .?.")() le.s.s for coniparahle work. 
Mtlioiigli this is a relatively low iii- 
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eome for the |)ulliiig ])ower of tlieir 
scripts, the majority of dayliiiie .serial 
writers are not "hacks."' despite that 
lahel by critics who do not nnder- 
stand the function <if most daytime 
.-erials. The talented work of Oriii 
To\ro\. .Addie Uiclitoii and Lynn 
."^toiie. and .Martha Alexander, to name 
hut a few. i.- consistently more than 
■'ade<piate. The eoinenlionali/cd situ- 
ations and treatment I customary in all 
folk literature) of mo.-t .«oa]) opera 
iieeoinits for a great deal of the "liaek" 
eritiei.siii. 

Warner and Henry found the 
writer's skill in producing emotions in 
certain pattern.s wa.« profoiindl) im- 
portant in winning and kec])iiig lis- 
tener.*. Tlicy did not attempt to cor- 
relate this fact with intensity and fre- 
(pieiiey of listening. 

licseareli will ]>i oxide xmie aiiswer.s 
to this (ptestioii when sponsors demand 
them. If the eorrehition is iiiijiortani, 
as tentative .-tiidies seem to indicate, 
the role and salaries of daxtime 
serial writers will heeoine more im- 
portant. More good writers will try 
tlieir hands at soap opera. 

W hen teeliiii(pies of liariiessiiig emo- 
tional context to eominercial.s are 
further worked out. the role of the 
writer as high priivt of emotion will 
he clarified and eonfirmcd. He'll >till 
lia\ e to contend ( iieeessarih' I with 
producers and spoii.sors. Hut those new 
rohes should wear wcdi. « « « 



CUTURICA 

(C.onlmuvd jroiii 271 

peaii trip. He that a- it may. what 
yXllieitoii was saying meant ahaiidoii- 
iiieiit of the thinking that had gov- 
erned I'olters adxcrtising poli('v for 
nearly 60 \ears. 

It wasn't that ( iitienra .*^oap and 
Ointment, leaders of the line, weren't 
selling well the\'d never sold hetter. 
The small-space iiews|)ap('r and maga- 
zine ad comhination had gradually 
hiiill a dominance that cnaMed the 
('(nnpaiiv to claiiii leadership in its 
hel.L 

The original firm, known as Weeks 
& riilter. was a manufacturer of 
pliai'iiiaceiitical |)ro(liicls. The first 
product developed for retail i-ale was 
(^iiticnra Oiiilmciil in 187!!. It was 
followe<l shortly hy Ciiticiira Soap, 
containing similar niedieatioii. Al- 
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tliougli a lalcuiii. slia\iiig ^tick, uiiil 
licjuid antiseptic were later added to 
tlie line, they account for onl) a small 
fraction of Ciiticura sales. 

The first national ncivs))apcr adver- 
tising for Cutieiira broke in Mii'O, the 
same year New York's City ['"atliers 
tried out electric lights on Uroadway. 

The company's basic advertising 
themes haven't changotl in seventy 
years: what the individual with skin 
hleniishcs stands to lose hooause of his 
aflliction: what he stands to gain when 
they disapjxuir- -after use of Cuticura. 

The I 'otter directors were well aware 
at that turning point in 1930 that ad- 
vertising practically alone had sold 
I'otter protlncts to the consumer. The 
conii)aiiy has always sold exclusively 
through jobbers and wholesalers. 
(With the exccj)tion of chain stores 
to whioh they sell directly.) 

Analysing the probhiuis coniieeted 
with selling medicated skin ))repara- 
tions, Athevton concluded in 1939 that, 
despite the conij)any's strong jmsitioii, 
the time had come to give their ad- 
vertising a vigorous shot in the arm. 
He j)roposed a national oanii)aign of 
oiie-niiimle Iranstribed aiiiiounce- 
nieiits. 



I'otter \\u» spending at that time 
roughly S3.'S(),()()() a lear in daily news- 
pa))ers, farm ))a|X'rs. and magazines. 
News)iapcrs got about two-thirds of 
the allocation. Magazines, including 
women's ser\ ice and |)rofessional mag- 
azines designe<l to reach doctors and 
nurses, got about S35.()00. farm papers 
slightly less than $2,0(10. 

It's never been possible to collect 
accurate data on the users of medi 
cated skin products because of the 
reluctance of many users to discuss 
the subject. In city after city where 
consumer surve\s ha\e been taken, a 
medicated soap iie\er shows up in a 
list of even as many as a dozen soap 
brands. In one rare instance ( uticura 
found itself at the bottom of a list, 
with 1% of the sample. Uetailers 
know that the figure was a substantial 
underestimate. 

Advertising co|)y on medicated skin 
lire|)a rat ions for years bad tended to 
stress the unsightly aspect of skin con- 
ditions the product is designed to rem- 
edy. One natural reaction to this 
approach was a feeling among many 
users that the medication ingredients 
must be rather potent to make good 
the claims for the i)re])aratioii. A fre- 
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I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to 
the boss about our program's low-cost-per-Hooper point on KXOK, like you 
suggested, and he just grinned like a Cheshire and said: "That proves what 
you can do when you really try. Now go into all our markets and get as good 
a buy as you did on KXOK." You and I know that's tough to do . . . but 
how can I convince the Boss? 

On-The-Spot 

Dear On-The-Spot: 

Your Boss situation is going to be much worse. Wait till he finds out KXOK's 
high Hooper position during March, 1949. When KXOK's rates are balanced 
with its share of audience, the combination is terrific. You and I know, the base 
hourly rate on Station "A" is 57% higher than KXOK's, and Station "B" has 
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audi- 
ence during March. Better not mention KXOK's powerful signal at 630 on 
the dial, reaches 115 counties in six states, daytime, in mid-America. 

KXOK, St. Louis 

630 on the dial 

Basic ABC 5,000 Watts A "John Blair" station 



Portrait 
of a home 
in SCARSDALE 

It ^vasn't easy to leave this 
home, and it won't be easy 
for you to lea\'C it after 
you've seen it. 

This IS the home that Arthur 
Hull Hayes left when he 
moved from New York to 
head CBS in San Francisco. 

It's a home of many beauties, 
center hall colonial with 
open staircase to the third 
floor. On the first floor is a 
sun room, dining room, but- 
ler's pantry, breakfast room, 
and kitchen. Of course 
there's the front and rear 
hall as well as powder room. 
The second floor includes 
one master bedroom with 
bath, two more bedrooms 
and another bath. The third 
floor contains two bedrooms 
and one bath. All five betl- 
rooms are larj;e enough to 
comfortably accommodate 
twin beds. 

And the surroundings are 
something to behold. It's a 
corner lot, beautifully land- 
scaped, with a driveway bor- 
dered by fruit trees. A hem^ 
lock hedge encloses the back 
yarti which is large enough 
to contain a tennis court. 

As for Scarsdale, if y ou don't 
know it just inquire among 
New York's advertising fra- 
ternity. Its schools are na- 
tionwide famous. It's only 
i-i to -40 minutes by New 
York Central to Grand Cen- 
tral Station. 

Phone Mrs. Hayes at Scars- 
dale 3-5122 or 

Write 

SPONSOR, Box 17 
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(]Ufiit l(fli(>f lliat rcfiiilar u^o of modi- 
calod ?i>a|) isti'l gooil for llio >kiti i> 
nnollicr proMcni faced 1)\ all (no- 
dm CIS of .-ucli [troducls. That one 
reason \rtiioiir is proiiitiliiip exclu- 
si\el\ the dcodoratit iiualities of its 
|)ial Soap without inetitiotiiti<:; its ger- 
micidal |)ro|>ert\. 

Athcrloii made his radio jiroposal 
against this background of special 
prolilems and a market »hicli was 
clianj^iiig so much that the long suc- 
cessful advertising foniiula was no 
hnigcr adecpiate. I'otter olhcials gave 
Athcrton the go-ahead. 

The) a|)|)ro\ed hrst a .-lash hy 



nearly half in the printcil-media hndget 
atid then the purchase of time for two 
e.t. anni>uticeiiients a (hn across the 
hoard on stations in major markets. 
This two-a-dav schedule has since heen 
followed with few exceptions. Uut 
where four .series, one for each season, 
were used originalK. now (nd\ two 
series, winter and summer, are em- 
ployed. Kach includes ahout 19 an- 
tiouncements. 

The catn|)aign .started Iti with 
,'?() to !•() stations, conihining M kw 
with lesser-powered outlets. de|)en<litig 
on their chaiacteristics and the char- 
acteristics of market areas. 



SOUTHWEST VIRGINU'S ^AMeei HADIO STATION 




! s u fv I fiHn H M 



IN THE5E 14 

VIRGINIA 
COUNTIES 

THERE ARE 
RADIO HOMES 




Here is the Distribution 
of audience in this 
nine -station area I 



'■^Hooper Listeninfi Area 
Coverage Index Fall 1^48 



Stations 
WDBJ 

Station "A" 
Station ""B" 
Station "C" 
Station "D" 
Station "E" 
Station "F" 
Station "G' 
Station "H" 



Morning 


Alternoon 


Night 


37% 


34% 


24% 


9 


10 


8 


9 


9 


9 


7 


7 


■I 


■i 


5 


■1 


5 


4 


2 


■1 


5 


2 


■I 


3 


2 


1 


2 


LT 



\9W marks WDBJ's 25th year of scrvici to Roanoke and Southwest 
Virginia— WDBJ's 20th ye ar with CBS. 

Ask Free &• Pt-tcrs fur avnilabililioa — now.' 



in 1940 the jiritited-media hudget 
was shished still further to around 
Si6().()0() dollars, and a few more sta- 
tions were added. The conijianv now 
Uses Iri stations. a|)|)r()xiinat(d\ half of 
them .^0 kws. The total advertising 
hudgct. according to e.-ilimate.*. is ahout 
S.'?()(M»()()-1, ()()(),()()() for 19-19, split two- 
thirds in radio and the remainder in 
'W).i daily newspapers and a small list 
of farm papers, women's service maga- 
zines, general magazines, atid ])ro- 
fessional magazines for doctors and 
nu rses. 

I he radio campaign didn't produce 
immediate s(nisational results, hut he- 
fore the first \ ear's operation ended 
there was no (juestion of continuing 
radio on a .')2-week hasis. A steadily 
sjjiralling sales cnr\e proved that 
Athcrton s estimate of the condition of 
the market w as correct. 

In 19 in I'otter did a husine.ss of 
nearly Sf).."!!)*!.! )()(). according to trade 
estimates. A suhstantial part of this 
total came from foreign suhsidiaries 
in (Ireat Itritain. Australia, ("anada. 
Kire. and South Africa. A new plant 
was esiahlished last year in lirazil. 

Athcrton felt that radio would he 
more effecti\i' with a "'softer'' com- 

First Homemaker 

ELLEN ROSE DICKEY RETURNS 
FOR WLS 25th ANNIVERSARY 

In 1921. I'^llen Kose l)ickc\ pion- 
eered radio Innncuiakiiig on WLS. 
Like other oldtimers. sli(> ke|it in touch 
with her "alma mater" and this ; ear 
paid W LS a \ isit in connection with 
its 2.")th anniversary celchralion. 

Martha (^rane and Helen Jo\ce in- 
terviewed Mrs. Dickev on "WLS 
Feature l-'oods.' modern hroadeast ing- 
merchandising c(>untcr])art of the earlv 
da\ homcniakcrs' hour. .Martha took 
itwr I lomemakers' in 192!! in 19,'i.") 
was joined hv Helen Jovce in the 
Feature Foods team which has talked 
to Chicago area honsew i\ fs c\er since. 

Mrs. Hickey was told ahout the mer- 
chandising grou|t which calls on o\ er 
!..')()() ke\ lelail food outlets in (Chicago 
and suhurhs. re|)orting on jirodncts 
advertised on WLS iM'atnrc l-'oods 
one of \merica's In-st known women s 
programs and a powerful selling force 
in \merica s second market-|)lace. 

WLS 

1924 1949 

Chicago 7 

Represented natianally by John Blair 



VBM^^^% CBS . SOOd WATTS • 950 %C ^ 

WW ROANOKE, VA. 

FRE-Z & FETTERS, INC.. National H*pm*AHitivtl i^W^^ 
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incrcinl approach than cinploycd in 
printed fop). One of his firi^t cxpcri- 
incnts wii-; iisinj; music to introduce 
the selling iiiosage. He signed a 
failious baritone to <h) a series of spots 
— atiotiv niously. of course. Despite 
letters angrily protesting the inter- 
ruption of the "heautiful" nnisic hy 
the commercial, the series sold Cuti- 
cura. Women are the principal pur- 
chasers, with a smaller hut still suh- 
stantial proportion of men using the 
products. 

The elTort to find more elTwtive 
wavs to present the same basic themes 
was stepped up in I'Jl-.T when John A. 
Atherton, sou of head man J. William 
Athertoii. joined the agency as radio 
director. A professional nnisician 
with tminerous serious compositions to 
his credit. John Atlicrttni has experi- 
mented with musical devices, as well 
as other approaches to selling Ciiticura 
pnxlucts. 

Connnercials done wholly in verse 
set to music, in fairy-talc style, and 
in various forms of dramatic dialogue 
have been used. IJeing "one of the 
boys,'" in a manner of speaking, Ather- 
ton has been able to form a five-piece 
string ensend)le of musicians from 
Now York's most famous symphony 



97,410 Radio Homes 

in the area served by 

KMLB 

— the station with more 
listeners than all other 
stations combined — 

IN N.E. LOUISIANA 

Right in Monroe, you con reoch on oudi- 
ence wilh buying power comporoble to 
Konsos City, Missouri. 17 Lo. porishes 
ond 3 Ark. counties ore within KMlB's 
mllevolt contour. Sell it on KMIBI 




KMLB 

MONROE, LOUISIANA 

if TAYLOR-BORROFF & CO., Inc. 
N.itional Representatives 

if AMERICAN BROADCASTING CO. 
5000 Worn Day • 1000 WafH NIgM 



orchestras to record music I composed 
by himself) for backgrounds and tie- 
ins with Cuticura atniouncements. 

Potter Drug & Chemical oHicials 
credit their .'i2-weeks-a-year radio cam- 
paign with a vital role in the behavior 
of the Cuticura sales curve, which has 
risen steadily. Increasing sales, efl'i- 
cient management, plus the fact that 
th(^ company's products have a fairly 
rapid turnover, have enabled I'otter to 
retain for net working capital about 
'M' c of a tangible net worth (in I'J-KI) 
of better than $1,225,000. The net 
liability ratio to working capital is 



about one to four. 

Despite a fallitig-olT in total earn- 
ings iti lOII! because foreign l)u\ers 
couldn't get dollar exchange, sales- in 
the I nited ."^tates eontiinied at a high 
level, and the cotnpany reported a 
steadily- increasing surplus. 

Radio didn't nidkc Cuticura. It did 
add a huge potential to a market that 
was fast outgrowing (^nticnra's i)re- 
attack. The next step, according 
to radio director Atherton. will be ex- 
tensive testing to determine tht; elTect 
of a new imisical approach he's work- 
ing on to selling (aiticura. « « « 



SURE, 



.some CliiccKJO station.s 

can "roacli" South Bond 
. . . hilt the aLulience 

LISTENS 

to WSBT! 



You want lisleiiprs, mil merely sif;nal slr<Mif;lli. 
for your radio dollars. I.i.«leii(;rs are what 
you f;(!t on WSliT. This slalion i.« the over- 
U'lielnun<! clioiee of lisleniirs in llifi South 
liend market. No other station — Chieaf;o, 
loeal, or elsewhere — even conies dose in 
Share of .\udienee. Want proofs See Hooper. 




PAUl H. RAYMER COMPANY 



5000 WATTS 



NATIONAL REPRESENTATIVE 
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Too many jobs 

J^cM'ial inipoi'liint (Icxclopiiicnt.- have 
cxolvcd cilice the National Association 
of ISroadcnstcrs decided to set up tlie 
Hroadcast Ad\ eitisiiig iSineau. First, 
it has lieeii agreed tliat the UAl! will 
fuiietioii from the capital of aiK'ertis- 
in<;. New ^ ork. Second, the bureau is 
set to do an intensixe promotion joh 
for the commercial side of radio — 
sometliin<; \unji oxerdue. 

There is a hi<; ml), nevertheless. The 
liAIS is liitiii}; off a nuinher of extraiie- 
iius jolis which are not dire(^tly related 
to selling; advertising on the air. The.se 
jol)s. sur-li as the jirohlems of station 
rate cards, code, and like malteis. are 
pari of air adxertisiiijr. hut the) are 
in>t pait of its promotion. 



The MAK nuist stick to its last, its 
S200,0()() won't "o very far if it's 
spread o\cr a nund)er of varied pro- 
jects. Tsed for sales promotion to sell 
hroadeastinj; as an adxertising medium, 
under the ellieient direetion of liAB's 
Mitchell it can accomplish wonders. 



New approach to summer 

Tliroughout the industry, si'dNsoit's 
Summer Selling issue (9 Ala\ ) is he- 
inp Used to open doors on a new 
a])proacli to the good old sunrmer time. 

Much that si'oN.soit reported is not 
new. What si'o.nsoh did was to gather 
existing material together and hriiig 
it to the attention of s]K)nsors and 
agencies. 

The general concept lias heeii that 
listening shows a decided drop in the 
humid days. The research material 
available indicates that the snmnier 
broadcast advertising audience may be 
as big, if not bigger, during certain 
hours of the summer day as it is dur- 
ing the rest of the year. 

There are new summer studies being 
made throughout the nation. W'NKW's 
re|)ort on listening away-from-home is 
oidy the beginning of thai station's 
investigation on listening that can't be 
("liecked by telephone surveys. 

What happens to the listening of the 
millions who take long automobile 
tri|)s is also being studied by x'aeation 
bureaus of states in which vacation 
travel and spending are im])orlant. 



Sunnner broadcast-advertising think- 
ing has been started in a new direc- 
tion. SI'ONSOK is going to make it a 
eontiiiuing project to report on the 
effect of summer adveitising both on 
a .'i2-week basis and on s])ecial seasonal 
cani])aigns. 

\\'e'\e oidy started reporting the 
facts of summer selling on the air. 



Radio helps the auto dealer 

liroadeasting can and docs do a 
selling job. There are \ery few who 
dis])ute this on an over-all basis. There 
are. however, man) wlio say "il can't 
sell for us. It's okay for Jones or 
Siiiilh, but for me it won't do a joh." 

I hat isn t so. liroadeasting can and 
will do an advertising assigninent for 
any t\])c of business which calls upon 
it, // it's employed correctly. For years 
automotive dealers would have no 
truck with radio. A few dealers did 
experiment during the war. A few 
others decided not to advertise by 
rote. A cross-section of these auto- 
motive dealers and manufacturers 
have case histories which .sponsok 
feels rate s])ecial attention. Twelve of 
these case histories have been collated 
and are reported upon in ca])sule form 
in this issue (j)ages 30 and 31 I. W'c 
make no pretense that this double-page 
spread of ca])sulc case histories is com- 
plete. It is. instead, just indicative — 
of what can be done when broadcast 
advertisiu" is utilized effectivelv. 



Applause 



Don't keep it secret 

Mo>t ideas and progiains developed 
by sponsois and statioirs aie held to 
be deep, dark secrets. A biiiadcasl- 
adverlising formnhi is liied and found 
successful. \t once the sponsor and 
agciicv wrap it up in a tight package 
and put il in a vault. This is especiallv' 
true in the ease of selective bronrleasl- 
ing. where it is most diincnlt for 
sponsors to find out just what their 
competition is doing. I'nlova. for cx- 
amjile. develops a tcn-.second .station- 
break formula for TV. and at once 
endeavors to keep the idea secict. and 
also lo keep confidiMitial the list of 
stations which il is using. A real cfTort 
i^ made lo keep the IJiilova idea 
I'nilova's propert\-. 



Sometimes the vaidt and the "con- 
fidential" routine work. More often 
they're just delaving tactics, for the 
information riiially lands in the bands 
of thi> competition and the station list 
becomes general industry propertx. 

Our thesis is that [)rompt full revela- 
tion would be bound to help broadcast 
advertising. The more that is known, 
the more effectively does all broadcast 
advertising function. What helps one 
helps all. 

Thai is the basis for the operation of 
the Association of Independent Metro- 
politan Stations. I'lach station agrees 
lo write to every other member of the 
AIMS group monthly, giving them in- 
formation of new programs and pio- 
motional i<leas. The stations ai'e non- 
competitive and the exchange is volun- 



tar\. but if a station skips three months 
it's dropped from the association. 

Kcsults are indicated in the manner 
in which in)n-nelwork stations in basic 
maiket areas have grt)vvn in iinport- 
aiH'c. The expansion of stations like 
Wlinil (Hostmi) and W'lllIM (Memp- 
liisl is no accident. Kach has developed 
its own fornnda. F.acli has adapted 
ideas developed bv other metropolitan 
inde])endent stations. The lesult is 
huge audiences for these non-network 
stations huge audiences for national 
selective advertisers .... a better broad- 
casl-advertising audience and a better 
service foi' the men and women who 
listen. 

The AIMS fornmla rates loud and 
long applau.se. It should be accepted 
mid Used by all who live by radio. 
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What a Renort Card! 







aj0^ .^^atuma- c^ec/iea^-^ BMB 

WKY advertisers know it . . . now the BMB reports show it! Of all 
stations checked in the latest BMB test survey . . . WKY is first on all six 
counts. Not just first in Oklahoma City . . . not just in the Southwest . . . 
but TOP RATING of stations checked from coast to coast. 

No wonder, when you're down here in the Southwest where business is 
best . . . you hear so many people say . . . every day ... "I heard it 
advertised on WKYI" ^ ' 

* Test mads during Oclobar'Novambar, 1948. Sa« Sponsor'Paga 29, March 28lh tssua. 



WKY 

930 KILOCYCLES • NBC 




L A H O M A 



C I 



Owned and operated by: 
THE OKLAHOMA PUBLISHING COMPANY 
WKY, Oklahoma City 
The Daily Oklahoman • Oklahoma City Timet 
The Farmer Stockman 
REPRESENTED BY THE KATZ AGENCY, INC. 



4 SALESMAN WHO KNOIVS 

AllTHE ANGLES 



Yes SIR, that's the kind of a salesman you get when you 
put WJW on your payroll ... a salesman who knows all the angles when 
it comes to backing your radio program with promotion, publicity and 
merchandising! For further details of this salesman's capabilities phone 
or write WJW or get in touch with Headley-Reed. 




BASIC 

ABC Network 



CLEVELAND 



850 KC 

5000 Watts 



REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 



